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The Cornwall 
An illustration prepared for the 
new Bootmaker Catalogue now 
being made. We want to reserve 
a copy for every good shoe 
merchant who bas a “love” for 
fine shoes. Write today and 
get your name on the records 
for a copy of the first edition 


a * res 
FORT CENJSEMENS Weak 


Soe 
= ASTILLG, A LIFETIME OF FINE SHOEMAKING... 


That is the background of every executive, superintendent, foreman, and 


practically every shoemaker engaged in styling and building Freeman 
Bootmakers...With all our skill, with all our knowledge of fine shoe 
making, with all our flair for rich leathers, and with all our ambition 
to add prestige to the name of Freeman... we don’t see how we 


could build better shoes than these new Bootmakers ... at any price. 


FREEMAN 


oolmaker 


FOR GENTLEMEN’S WEAR 





FREEMAN SHOE CORPORATION : BELOIT, WIS. 
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VOICE of the TRADE 


PEORIA, Illinois, was used as a 
laboratory by the National Shoe 
and Leather Findings Association 
and industry, to determine the trend 
of shoe repairing. It was discov- 
ered that 56 per cent of the popu- 
lation own less than two pairs of 
shoes at any one time. With the 


national production figure of better 
than three pairs per person in the 
United States, this evidently means 
the discarding of at least one pair 
per year per person. 

Evidently, too, many a man and 
woman gets tired of the style be- 
fore the shoes have outworn their 
usefulness. A dozen years ago, 
shoe repairing was five times the 
industry that it is today. 

But then there is a parallel in the 
other field of locomotion—automo- 
biles. A dozen years ago there were 
five times the number of garages 
because automobiles were constantly 
needing new parts and repairs. To- 
day, an automobile comes com- 
plete—even to the final ash tray. 
They are run until they are out- 
styled; and the used-car dumps are 
a scourge on the face of a nation. 

In this speeding up of America, 
we throw away more things so that 
we can buy more things. 


E.C. HORN, president of the Ohio 
Shoe Retailers Association, writes: 
“I feel that it is fitting and 
proper for me to express the appre- 
ciation of the Ohio Retailers As- 
sociation and the Mid-West Shoe 
Fair committee for the wonderful 
help that you accorded us during 
the conduct of our convention in 
Cincinnati. As you know, the re- 
sults and the attendance were very 
satisfactory to all concerned and we 
feel that your publication played a 
very large part in helping us to 
obtain the success which we did. 





“As your publication is national 
in its distribution, I feel that di- 
rectly due to the publicity you so 
generously provided us with, our at- 
tendance not only from manufac- 
turers but from retailers as well, was 
stepped up considerably. 

“T feel at this time that I should 
call your particular attention to the 
wonderful help accorded us by your 
representative in this district, Lester 
Abrams. He certainly gave us won- 
derful help and attended as many 
of our meetings as it was humanly 
possible for him to do. The commit- 
tee has seen fit to place Mr. Abrams 
on our committee for an active part 


Page I! 


in the conduct of the 1938 Midwest 
Shoe Fair.” 


* % * 


S©NMANY of us in comparatively 
small towns, located near large 
towns, have a real problem in doing 





a fair kind of a publicity job,” 
observed Robert H. Johnson, whose 
shoe store is situated in North 
Hollywood, Calif., some five miles 
from the center of Hollywood.” 
Most of the people here in this 
community of 25,000 take the Los 
Angeles papers. However, we do 
have the throw-away ‘Shopping 
News’. The latter are all right for 
the bargain hunters or for the big 
foot markets. Small space users 
selling a commodity like shoes do 
not stand much chance of having 
our messages read in the free cir- 
culation sheets. 

“In selecting our one best trade 
building medium, we have gone 
back to the very foundation of shoe 
retailing, in that we have installed 
a very competent shoemaker in the 
rear of the store. Then we make 
his services on a modern basis by 
having a pick-up job service. This 
chap also helps out in waiting on 





the trade when we are rushed. 
Another thing that has helped is 
the bringing of complete size runs 
in named shoes with a good assort- 
ment of city styles. This is a very 
fast-growing town, so we have a 
constant influx of new people com- 
ing to us. Nationally-advertised 
lines in the sizes they need and the 
styles they like, coupled with the 
mentioned repair service is giving 
us a nice little business.” Mr. John- 
son for many years represented the 
John Ebberts Shoe Co. on the road, 
so he has had a fine opportunity 
to study retail shoe problems be- 
fore settling down to run his own 
store. 
* * * 

THE U. S. Department of Com- 
merce estimates world’s production 
of footwear at 1,062,640,000 pairs 
for 1936. Of these, European coun- 
tries made 490,000,000 pairs; North 
American countries 449,721,000 
pairs; South America 45,520,000 
pairs; Asia and Oceanica 66,000,- 
000 pairs and Africa 16,000,000. 
As there are more than two billion 
people on this footstool, it follows, 
loosely speaking, that about one 
billion are unshod. 


** THERE never was a time when 
the consumer appreciation of cor- 
rectly-fitted shoes was so keen as 
it is at the present time. This is 
especially true of those living in 
the rural communities. Education 


FOOT 
HEALTH 


in foot health in all forms of ad- 
vertising has done much to arouse 
the people to the downright need 
of buying shoes which fit their own 
feet,” declared Charles Edom Stout, 
who operates the Dr. W. M. Locke 
shoe store in Butte, Mont. 

“Right at the present time, as 
many people come to us from the 
rural communities for expert shoe 
fittings as patrons living right in 
the city. Since we started here two 
years ago, we have built on the 


theory of ‘Every pair of shoes 
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—The present hesitancy in business 
recovery has occasioned some 
slight alarm on the part of those 
who have not "timed" their think- 
ing with the social and economic 
trends of the day. 

—Business, like the financial market, 
has a habit of periodically alter- 
ing its pace and consolidating 

i 


gains. 

—And that's what is happening 
right now. 

—It's our opinion that the mid-Sum- 
mer slump, even though irritated 
by labor pains, will not be as 
severe as anticipated some 
months ago. 

—For industry is still in an upward 
spiral and Fall and Winter busi- 
ness should be unusually good. 

—Yet—it's a fallacy to think that 
“recovery” is already here. 

—The Brookings Institute, which is 
recognized as one of the fore- 
most independent economic re- 
search agencies in the country, 
concludes that "any popular con- 
ception that we have ‘recovered’ 
is wrong and that, on the con- 
trary, the United States has a 
long way to go along the re- 
covery road even to regain a 
standard of living previously 
achieved without allowing for the 
improvement beyond that point 
which has been characteristic of 


the country's progress in the 
past.” 


—Our interpretation of this con- 


clusion is definitely bullish. 


Zou 6 TEE 


President 





properly fitted sells another pair.’ 
We have found this to be a good 
solid foundation on which to build 


our business.” 
* * * 


WVAHL STREETER, who writes 
“Fairways In Finance” for the 
Golfer & Sportsman of Minne- 
apolis, says: 

“Not only are the Governments 


of the leading nations of the world 
increasing the demand for goods 
through stimulated gold production 
and depreciated moneys, but they 
are in the markets themselves, mak- 
ing the greatest purchases in peace- 
time history. England alone has 
launched an armament and defense 


‘program which is expected to run 


as high as seven billions of dollars. 

“When the U. S. Steel Corpora- 
tion launches a new steel plant to 
cost $60,000,000, that respectable 
expenditure makes the front page 
of The Wall Street Journal. But 
one new battleship will cost that 
much; and the steel plant will be 
productive producing other goods; 
while the battleship, from the eco- 
nomic viewpoint, is a total loss.” 

* * * 


CUBA is importing more shoes 
from the United States, and 
although there were more shoe fac- 
tories in Cuba than in 1935, the 
production of shoes was less in 
1936 than in 1935, according to a 
report from J. P. Hoover, Assistant 
American Trade Commissioner at 
Havana, made public by the De- 
partment of Commerce. The value 
of shoes imported into Cuba, prac- 
tically all of which came from the 
United States, increased from $45,- 
000 in 1932 to $422,000 in 1936. 


* * * 


WY. H. WOODIN of the Federal 
Trade Commission, says: 





“I wish to warn you that mere 
incorporation will not save you. 
The small corporation in America 
is being ruthlessly exterminated as 
its predecessor type in business, the 
independent proprietor. Since the 
end of the Civil War the economic 
slaughter of small business men in 
the United States has gone on at 
a terrific pace. 

“It is too early to determine 
whether the policy of special taxa- 
tion of chain stores by the various 
states will be effective in turning the 
tide in the opposite direction. 

“In the very recent opinion of 
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the Supreme Court in the Louisiana 
chain store tax, the court upheld 
a State tax graduated according to 
the total number of stores owned, 
both within and without the State. 
The court recognized that taxation 
could be made the implement of the 
State’s police power and that taxes 
might be adjusted between classes 
to promote fair competitive condi- 
tions and equalize economic ad- 
vantages. Whatever the social and 
economic wisdom of taxing out of 
existence all the competitive ad- 
vantages of the chain store, the way 
to that goal now seems open from a 
legal and constitutional standpoint.” 


* * * 


a 


66KOR some time we have been 
experimenting with our advertis- 
ing in using good-sized copy to 
sell our shoes, rather than several 
usual-sized pieces of copy,” said 
E. C. Bragg, shoe buyer for the big 
Buffum department store in Long 
Beach, Calif. “Our shoe advertis- 
ing allowance permitted us to have 
five fairly good-sized ads a month. 
Instead of doing this, we sold the 
advertising manager on permitting 
the shoe department to have all this 
money spent on two full pages a 
month. This has been one of the 
prime factors of the good showing 
shoes have made during the past 
year. 

“And there are two reason for 
this. People are bound to be im- 
pressed by a full page of shoes in 
which the importance of fashion 
is stressed in the top grades. A page 
of shoes, retailing from $8.50 to 
$16.50, does make an impression 
on the public. The other angle is 
that we know we will do large space 
advertising when we map out our 
pre-season shoe buying. With this 
idea in the back of our heads, size 
and style selections will be planned 
so that enough shoes will be in the 
house to warrant this large space 
advertising. This means fewer pat- 
terns, but more sizes on what is 


bought. We all know that permits 
a more efficient shoe operation. 


Another point in our shoe advertis- 


ing program is that we only adver- 
tise our winners. Bad buys are 
assimilated by the department it- 
self or through selling to the base- 
ment, so are not fostered on the 
public. This helps us to keep our 
advertising much more forceful and 
much more interesting reading to 
our public.” 
* & * 

FOUR people out of five now wear 
shoes in Puerto Rico, whereas not 
more than one out of five owned 
shoes in 1898, when Puerto Rico 
became a part of the United States 
and tariff restriction were removed. 

Puerto Rico’s purchases of Ameri- 
can-made leather shoes will set a 
new high record by a considerable 
margin in the current fiscal year, 
with shipments during the first ten 
months of the fiscal period showing 
an increase of 28 per cent as com- 
pared with the same months a year 
ago, according to the Puerto Rican 
Trade Council. 

“Sales of leather shoes from con- 
tinental United States to the Island 


in the ten months ending with 
April, 1937, were 2,570,000 pairs 
as compared with only 2,008,000 
in the same period last year,” the 
report states. The value of the ship- 
ments shows a 22 per cent improve- 
ment. 
* * * 

IFROM Alameda, Calif., Elmer 
Upphoff, now on his third year in 
representing Wilbur Coon shoes 
from Denver, west, says that he is 
finding a decided interest in good 
grade, fine-fitting shoes among his 
trade on the coast. Merchants who 
formerly carried just a fair assort- 
ment of sizes and patterns are now 
spreading both the size run carried 
in the store and adding several new 
numbers in addition to those 
usually stocked. Conservative, well- 
styled shoes have every indication 
of. having a big play from the con- 
sumers, due to the great many ex- 
treme styles which were offered to 
the public this Summer. Women 
liked their very fancy shoes for 
Summer, but this Fall and Winter 
they will turn to shoes which will 
give them more comfort and will be 
decidedly more tailored. 
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Fier THEM IN A BOX THAT HAS 
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274 MADISON AVENUE 


LF. TUFTLY, President, Houston, Tesus 
MERBERT |. RICH, Treesurer, Washington, DC 


Houston, Texas 
June 15, 1937 


Allow me to congratulate you most hearti 
Boot and 
Shoe Week; the week of August 28th to September 4th. 


shoe illustrations, and 





advertising that they may favor. 


to the retailing arm af the trade for this much needed 
lift in the men's end of our business. 
Cordially yours, 


LK 


NATIONAL SHOE RETAILERS ASSN. 








NATIONAL sice remains assocxnon 


LE. LANGSTON, Executive Vice-President 


ly upon the 
Shoe Recorder's promotion of National Men's Fall 


Your plan of making it possible for some 500 daily 
carry hent i 


styling and value available ia men's shoes for Fall. I am 
eure that you have hit upon the keynote of the thing when 
you say that unified National timing is the very soul of 
this promotion, and I urge every shoe retailer to co-oper- 
ate with the industry during that week, in the promotion 
of men's shoes in window displays, newspaper advertising 
and publicity, direct mail, radio, and whatever forms of 


May I tell you that I have complete confidence that 
this campaign is going to be a most successful one, and 
may I also thank the Recorder for its very find gesture 


President 










INDUSTRY 


Himself a shoe mer- 
chant who is keenly in- 
terested in the success- 
ful merchandising of 
men’s footwear, the 
head of N.S.R.A. is 
first to put the stamp 
of retail approval on 
National Men’s Shoe 
Week. 








EENTHUSIASTIC endorsement by the men’s shoe in- 
dustry, including both retailers and manufacturers in 
all sections of the country, greeted Boot AND SHOE 
RecorDeEr’s first official announcement of plans for 
National Men’s Shoe Week, August 28 to September 4, 
details of which were published in last week’s issue. 

Expressions which have come to the RECORDER re- 
garding this campaign to increase sales of men’s 
footwear and make the men of America more shoe 
conscious are thus far unanimous in their approval, 
and manufacturers and merchants alike declare their 
conviction that this great, national cooperative effort 
is a constructive move which, with the united support 
of the industry, can be made to contribute most effec- 
tively to the improvement of the men’s shoe business. 

Naturally, there was some difference of opinion as 
to dates. In selecting August 28 to September 4, the 
RecorDeR followed what seemed to be the consensus 
of opinion of a majority of retailers and manufac- 
turers whose advice was sought when this subject first 
came up for consideration. Quite a number, like Roy 
Walter, of Wilkes-Barre, Pa., president of the Middle 
Atlantic Shoe Retailers Association, whose expression 








LOUIS F. TUFFLY 
President, National Shoe Retailers 
Association 


is reproduced herewith, favored a date later in Sep- 
tember. Some few would have preferred a week as 
early as that beginning August 16. The RECORDER 
was impressed by the fact that the trend in retailing 
today seems to be in the direction of earlier seasonal 
promotions of style merchandise, which have the effect 
of stimulating business and putting an earlier end to 
clearance sales which have dragged out to the point of 
being unprofitable. 

Naturally it isn’t expected that all men, or even the 
majority, will buy their Fall shoes during National 
Men’s Shoe Week. The big purpose of the campaign 
is to make men Fall shoe conscious a little earlier in 
the season, to start them to thinking of their Fall shoe 
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HAILS MEN’S SHOE 
CAMPAIGN 


RETAILERS and Manufacturers Voice Enthusiastic Approval of 
National Men’s Shoe Week, August 28 to September 4, and Pledge 
Co-operation in Move to Make the American Man More Shoe Minded 


needs and thereby put them in a frame of mind to 
buy a little earlier, buy an extra pair perhaps—at 
any rate to impress them early with the fact that it’s 
time to discard Summer footwear and get into a smart 
new pair of Fall shoes. This publicity is expected 
io promote increased sales throughout the season. 

Following are a few of the first reactions of retailers 
and manufacturers, following the RECORDER’s an- 
nouncement; more will be published in forthcoming 
issues : ; 

“The plan of encouraging the promotion of men’s 
shoes during the coming Fall, as outlined in your 
letter of May 10, is, to my mind, very timely. 

“I believe that we are in a transitional period cover- 
ing all men’s wear, and this certainly applies to men’s 
shoes. We have definitely noted a renaissance of in- 
terest on the part of men in what they and their con- 
temporaries are wearing. At last, we in the men’s end 
of the business can use our imagination. 

“We have always found that Labor Day week is 
too late for our first important showing of men’s Fall 
shoes. The average man in the street buys after Labor 
Day, but any number of youngsters returning to school 
and college must purchase before. This group of 
young men is of tremendous significance to the entire 
men’s wear industry today, and I feel that we must 
put on our best bib and tucker for them at the psycho- 
logical moment.” 

George B. Hess, N. Hess’ Sons, Baltimore, Md. 


% * *% 


“I am in hearty accord with you in any effort to 
make our men folks more shoe conscious. 

“As regards to the opening date, I believe you are 
too early. 

“The week after Labor Day usually starts the school 
children back to school and most shoe stores are 
working on this business. 

“The young men going back to college do not need 
any pushing anyway and they will buy their shoes 
before they go away to school. I believe it is the more 


conservative class of men whom you have in mind to 
stimulate with this campaign and those follows are 
just a little hard to push too early, especially if Sep- 
tember is a warm weather month. To my thought, the 
week starting September 13 would perhaps be more 
suitable to start the men’s campaign. 
“However, this is just my thought and I may be out 
of order.” 
Roy Walter, President, Middle Atlantic States 
Shoe Retailers’ Association, Wilkes-Barre, Pa. 


* * * 


“In my opinion, the men’s shoe business has long 
needed a campaign to promote shoe consciousness 
among men, other than the individual efforts of re- 
tailers. I hope you have such a campaign in mind. If 
so, great benefits should result.” 

Claude T. Caradine, Oak Hall, Memphis, Tenn. 


* * * 


“We feel that your national campaign to encourage 
and assist retailers in the constructive promotion of 
men’s shoes is a very fine step. One reason the men’s 
shoe business lags so far behind women is the lack of 
proper promotion. We are sure the material which 
you plan to run will be most helpful. 

“One thing that must be borne in mind, however, is 
at this period college and school types are the best 
sellers, and should be promoted, also too much promo- 
tion should not be placed on very heavy type shoes 
as the South goes in for merchandise of lighter char- 
acter. Any assistance we can give you in this campaign 
we will be glad to render.” 

Albert Wachenheim, Jr., Vice-President, 
Imperial Shoe Store, New Orleans, La. 


* * * 


“We think your idea of a National campaign to 
assist retailers in constructive promotion of men’s 
shoes, is a fine idea. However, in our particular loca- 
tion, where we have a great deal of tourist business, 

[TURN TO PAGE 32, PLEASE] 
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ALONG THE PATHS 


WHAT was your impression as you looked over the 
welt lines this year? Do you agree that a lot more 
imagination and real styling talent has gone into the 
making of collegiate types this season? Have you got 
a better looking, faster line of sports shoes for this 
August than ever before? 

We think the shoes on these pages are a pretty strik- 
ing collection of simple shoes done with a dash. We 
say that stores can play style across the board in their 
back-to-college promotions. 

Take the Kiltie tongue detail. How many changes 


1—Oxford in reversed calf with multi-color trim. Selby Active 

Moderns. 2—High front oxford in black and tan hiking calf. 

Florsheim. 3—Tip and fox blucher oxford in suede and calf. 

Natural Bridge. 4—Oxford in reversed calf with stitched moc- 
. casin detail. Stetson. 


In this recent cover design, Life Magazine sym- 
bolized “Class of 1937” by these characteristic 
saddle oxfords. This shoe continues a classic 
campus favorite, with interest in black saddles 
reflecting the use of black in sports clothes. 


can be rung on that device for shortening the foot! 
It’s no longer a flat, floppy piece of fringed leather. It 
has graduated into a turned-over cuff affair, done with 
innumerable smart variations. Take the use of heavy 
saddle stitching. How that trimming trick brightens 
and lightens a heavy shoe. Take the side swing in pat- 
terns. What a good way that is to add a dash of 
animation. Take multi-color combinations and multi- 
color accents. Here’s a natural, surely, to chime in with 
bright-colored sweaters and scarfs. Take alligator 
trims for a new variation on the tip-and-fox treatment. 
It’s a news story. And if you don’t sell the college 
girl a bill of style this year you never will. 

There’s news even in the good old classic, the saddle 
shoe. Black saddles are developing a bit—a direct 
reflection of the interest in black for sportswear. 

There’s lots of news in soles. The exaggerated thick 


5—Slashed piping in monk type. From Walk-Over. 6—Side 

swing with pinking detail. Grossman Shoes. 7—Suede spec: 

tator pump with alligator calf trim. J. M. Connell. 8—Alia 
cuffed type in smooth calf. Gray Brothers. 
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OF LEARNING ... 






Page 17 







These Campus types are the favorites 


for Back to College Promotions 


sole is coming in stronger and stronger. Why, Mostly 
because it’s different. Partly because it’s extremely 
comfortable for trucking about. Partly because it 
makes the foot look more compact and _ therefore 
smaller. We know of an extremely important store in 
the South who will merchandise a heavy crepe sole 
oxford across the board, playing the “balloon tire” 
feature to a fare-thee-well in colors to match the uppers. 
This thick sole idea is being played up the most in the 
two price extremes, high style shoes and volume types. 

From all accounts, brown and black will account for 
85 to 90 per cent of the business done in general . . . 
with the other 15 per cent to the novelty colors and 
multi-colors. Black has been creeping up on brown 
until the higher styled stores expect to do an almost- 
equal amount of business in these two basic tones. It 
should be possible to sell a brown pair and a black 


9—Kiltie tongue oxford with al- 
ligator calf trim. J. P. Smith. 
10—Tongue ghillie in llama calf. 
C. B. Slater. 11—Soft toe bicycle 
style tie. Carlisle. 12—Side lace 
with multi-color gypsy welt 
matching the multi-color stitch- 
ing. M. M. Arnold. 


pair to many girls, pointing out that there are both of 
these background color families in their campus ward- 
robes . . . sports clothes with black accents and sports 
clothes with brown accents. Or you should be able to 

[TURN TO PAGE 40, PLEASE] 


Three soles with a single thought .. . ac- 
centing the trend towards an exaggeratedly 
thick base in knock-about shoes. Golo 
does it with thick crepe rubber; (13) 
United States Shoe Machinery with colored 
Darex to match the shoe trim (14), and 
Marshall, Meadows & Stewart with a % 
all leather sole (15), especially good for 
roller-skating or bicycling. 
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Lv a Season When Fashion Is Capricious and the Field 


of Choice Is Practically Unlimited, It’s a Safe Rule to Put 
One’s Chief Reliance on the Simpler Types of Shoes. 


THE outstanding fact in fashion prediction for the 
Autumn of 1937 is that it is unpredictable. For years 
fashion experts have written of individuality, of suiting 
your type, of stressing your personality, and of the 
importance of each woman using these themes as her 
guide to good dressing. But never, since I have studied 
fashions, which means for twenty years or so, has 
the choice been as extensive as it appears today: 

This spells, to the astute woman, DANGER! When 
you have a fashion range reaching from the bustle 
influence to hoop skirts, from short event skirts to 
Grecian stateliness, from wide swung fullness to pencil 
slimness, the safest, sanest thing to do is to revert to 
simplicity until you have selected your basic ward- 
robe; otherwise you are apt to find it a hodgepodge 
of styles. Later, when you are more sure of yourself, 
you may dramatize your choice and its accents. 

There is also the undoubted craziness of hats to be 
considered, for crazy some of them certainly are. 
Amusing, yes. Clever, yes. Becoming? That is the 


by 
KATHLEEN HOWARD 


FASHION EDITOR 
of 
PHOTOPLAY 


question. The brilliant woman has no difficulty in 
wearing them, but then she never has any difficulty 
in wearing anything she may fancy. But for Mrs. 
and Miss You and Me there is danger, also, in this 
rush of eccentricity to the head. 

All in all, we must watch our step this coming year. 
and especially with regard to fashions in shoes. Per- 
sonally, I am an old die-hard on the subject of 
simplicity in shoes. Especially so this year, when the 
trend is, as I have said, toward making every article 
of the wardrobe register its own individuality of char- 
acter. A beautiful foot is rare, but its beauty is 
enhanced by a simply, beautifully made shoe. An 
ugly foot is certainly made more noticeable by an 
elaborate shoe. 

Ready-to-wear shoes in America lead the world. I 
know that for I have shopped for them personally all 
over Europe. They are marvels of comfort, of ex- 
cellence, of value. But I think the super-abundance 

[TURN TO PAGE 35, PLEASE] 


“Cream of the Crop” — 
(left) Group of professional 
models in “Walter Wanger’s 
Vogues of 1938”. Above, left 
to right: Joan Bennett in 
sport costume; Helen Vinson 
wearing a tan wool dress 
with smart swing skirt, and 
Joan Bennett in a crepe ro- 
maine evening gown. All 
from the same picture. Omar 
Kiam designed the costume 
for Helen Vinson and the 
fashion show wardrobe. 
Irene designed Joan Ben- 
nett’s wardrobe. I. Miller 
created the shoes. 





















WV HAT percentage of sales volume should a retail 
shoe store spend on sales promotion? That is a ques- 
tion that has been debated pro and con as long as 
most shoe merchants can remember. It came up re- 
cently in the course of an interview which the writer 
of this article had with the advertising manager of one 
of the important shoe stores of the country. It is a 
question of vital interest and importance to the aver- 
age shoe man, especially in these days of keen com- 
petition when sales promotion is such a vitally im- 
portant factor in the conduct of any retail business. 

The store in question has a four and a half per cent 
expense for all of its advertising costs. This includes 
newspapers and other space media, cost of production, 
windows, direct mail and all other items of expense 
which are regarded as legitimate sales promotion items. 
Most stores are putting the five per cent figure in their 
budgets for sales promotion. 

Before going too much into the cost side of this 
discussion it may be well to ask, “Why advertise 
anyway?” In theory, advertising is used to sell goods 
and services. It. is also used to build a background 
of good will, in order to establish confidence and 
sell goods better: 

In practice, advertising and merchandising prob- 





figures from two outstanding shoe stores 
showing percentage of appropriation going into various 
advertising media. 


Comparative 


Where the Shoe Store’s 
Ad Dollar 


And What Factors Enter into the Problem 
of Figuring the Right Appropriation 


fewer mistakes to cover up in his meager budget. The 
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Goes 


lems go hand in hand. Merchandising, honestly ana- 
lyzed, is nothing more than wishful thinking. If a 
shoe buyer is right 51 per cent of the time. he is 
considered good. 

Consider that statement, for it has a distinct bearing 
on the high cost of advertising. Furthermore, it is 
one of those touchy subjects that is never mentioned 
for fear of hurting somebody’s finer feelings. 

Now comes the advertising man with his problem. 
He has the fifty-one per cent—and we hope, more—of 
the store’s good buys to play with. This is the mer- 
chandise with which he hopes to make his good show- 
ing in spending his advertising appropriation. But he 
does not get the chance. Believe me, when I emphati- 
cally state that the usual store management is not so 
concerned with the good buys, the goods that the public 
will buy willingly, shoes which the advertising man- 
ager revels in promoting, merchandise which has dra- 
matic possibilities. No sir. It is the other forty-nine 
per cent—the mistakes—which are left on his doorstep 
some dark night. : 


THESE “49ers,” born out of the wedlock of good 
merchandising and good advertising, cause advertising 
costs to mount. And as for the poor downtrodden 
publicity man, his plans are just wrecked, his usually 
happy disposition spoiled and his style most decidedly 
cramped. Mr. Advertising Man now has the nice little 
problem of selling these duds at a profit to the store. 

Selling what the store doesn’t want to a public which 
doesn’t want it either adds tremendously to the ad- 
vertising costs. The best of buyers make mistakes 
and every store spends entirely too much money in 
trying to rectify them. It is a case of sending good 
money after bad. It is sometimes said that a smart 
advertising man, who really wants to keep his costs 
down and make a nice little reputation for himself, 
will first tie up with an ace buyer. Then he will have 
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Frivolous 
FEMININE 
FASHION. 


nck 
Pie AYER snus 


CURRENT 
TREND IN 
SUMMER 
SHOE ADS 


easy way in advertising is to take advance styles the 
public is interested in, then, through publicity, sell 
three times as many as might be sold without any 
advertising. 

A number of stores doing a comparable amount of 
business were queried on their costs. Between a low 
of less than four per cent on sales volume to a high 
of six per cent, the average of around five per cent 
for all publicity expenses was found to be right for 
present conditions. 

It is interesting to compare the figures of the store 
spending the highest percentage with the one spending 
only four per cent. They are 

Store A Store B 


Newspaper space 45. 
All other media such as “Throw-a-ways” 

(free circulatién papers), etc. .... 17.1 23. 
Cost of production and salaries . 18. 
Windows : 14, 


100% 


Store A being the one which spends half as much 
again in proportion to its sales as store B. 


FRANK WERNER 
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Costs in store C broken down in months for last 


year read as follows: 

Art, 
engraving, addressing, 
salaries, misc. 

2.7 
13 


Space, mailers 
radio, letters 
48 


$5 
be 


sal al 
SOdBNISiiC’ 


_— 


For the past ten years, this same store operated on 
the following advertising costs: 1926, 4.7; 1927, 4.7; 
1928, 4.9; 1929, 5.4; 1930, 5.1; 1931, 5.5; 1932, 6.1; 
1933, 5.6; 1934, 7.1; 1935, 7.1; 1936, 6; 1937. 5. 

ane reason for the “ups” in 1934 and in 1935 was 
due to the store making desperate efforts to get the 
business enjoyed in 1928 and 1929. It did not get the 
trade because the w.k. depression was on. Further- 

[TURN TO PAGE 30, PLEASE] 
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IT’S a good thing that we have a wide and diversified 
country for it permits of all sorts of business news 
reports on the movement of Summer footwear. 

In the Pacific Northwest, business has been brisk and 
even a shortage is to be noted on certain types of white 
shoes. Good crops and good business have made the 
Southwest outstanding in the parade of shoes towards 
the public. A steady average distribution marks the 
Summer shoe business of the Southeast; but when we 
come to the great Middle West and the Eastern Sea- 
board, the Summer census shows a chart spotted by 
strikes, unemployment and a nervous retail dollar. 

But the country over one thing marks the mid-Sum- 
mer of 1937 . . . a timidity on the part of the merchant 
on the problem of sales and clearances. Merchants one 
and all, with perhaps the exception of that valiant 
little group in Philadelphia (who will stage no clear- 
ances until after July 6), hold to the belief that the 
public won’t buy regular shoes at regular prices in the 
regular Summer season but want bargains and nothing 
else. So it looks as though the shoe trade has thrown 
away another Summer season because of its fears and 
trepidations. Unless, perish the thought, a profit is 
actually concealed within these clearance prices. 

There is no bigger menace to a merchant’s thinking 
than this major subject of mid-Summer clearance. 

Weather universally has been backward. Summer 
actually starts July 4. For all the planning, promoting, 
predicting that this would be a Summer to end all early 
clearances was simply wishing, nothing else. Back to 
the old way of selling, with the hottest months of the 
year still ahead—July and August and in some parts 
of the country September—natural white months. So 
move the goods and make it snappy. You'll be needing 
fill-ins by mid-July and early August, so help us. 

There is something wrong with the entire picture of 
fashion when women have been sold the idea that black 
is a mid-Summer color. Nothing gathers the heat and 
focuses its intensity more than black in hats, dresses 
and shoes. Just as sure as the sun gets hotter and hotter 
in mid-Summer, there will be a revolt from black and 
a demand for whites, when those stores that have been 
merchandising, not through hysteria but through com- 
mon sense, will have sizes and widths and styles to sell 
the public, late though the season may seem to be. 

If we don’t stop this business of anticipating seasons, 
we will destroy the entire order of business for it is 


This Mid-Summer Madness 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


getting to be the case of anticipating not only clothes 
and seasons but wars and depressions. Believe it or 
not, one of the profound economists of the day, want- 
ing to be sure that he would be first to explode in mid- 
Summer madness, says: “The stock market is slipping, 
bonds are slipping, commodities are slipping, another 
depression is in front of our noses.” 

Calamity seekers are out in full force . . . so let’s get 
rid of our goods for what we can get! Let’s discount 
Summer and sun and happiness. Let’s develop a gloomy 
streak. Let’s wear the black mentally. Let’s anticipate 
wars and pestilence and the downfall of civilization. 
After you put the borders of black around your letters, 
your orders, your advertisements, your store and every- 
thing else, what then? 

Only this. You can’t stop progress with a mid-Sum- 
mer season of black, mental, physical or fashional. Go 
take a trip in a flying machine and see a land full- 
grown for the harvest. See bumper crops. in the gather- 
ing. See busy factories and mines. See the abundant 
crops from the fenceless meadows of the sea gathered 
by trawlers and even lone fishermen. 


If you think this country of ours is going to 
let a little mental moodiness on the part of timid 
money-mongers upset the march towards prosper- 
ity, you’ve another guess coming, for you can’t 
lick America when it is on the march. It wants 
things and will work for them. 


So, to get back to shoes, after having covered all 
this territory in one single page of type . . . don’t let 
the big operators frighten you by their dumpage of 
white shoes at the very height of the season. There will 
be many a customer coming into the shoe stores of 
this country wanting fresh, sizable white and colorful 
shoes during July and August. The most beautiful run 
of shoes ever presented to the American public deserves 
better thar a clearance presentation. It is an insult 
to good shoemaking, good shoe selection and good shoe 
merchandising to throw away the cream of the crop 
in clearance every Summer. When, oh when, will re- 
tailing learn sales sanity? 
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GOODYEAR 


@ Manoafacturers appreciate the added 
sales appeal of good shoes fitted with good 
rubber heels. That’s why they gladly pay 
more for these top-quality Goodyear Heels. 


Jp Custom” and “Wingfoot” heels are the finest 
GOODYEAR . ) example of “blind nailing” heels they can buy. 


XS Trim, “part of the shoe,” no visible nail holes— 
these Goodyear Heels improve the style of even 
the finest shoes. ; 


Tough, long-wearing, and carrying “the greatest 
name in rubber”— they are accepted by the pub- 
lic as an assurance of value. 


Why not specify the Goodyear “Wingfoot” or 
the Goodyear “Custom” as factory equipment 
when ordering shoes? 


GREATEST NAME SJ IN RUBBER 
= 


muni 


TMT 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 
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450 Employees of the Nunn- 
Bush Shoe Company give 
Henry L. Nunn, A. W. Bush, 
J.B. Buchanan and J. C. 
Johnson a surprise party in 
honor of the Firm’s 25th 
Anniversary 


A. W. Bush gets a thrill at the ovation. 


HE ENRY L. NUNN said: “Labor 
must be taken out of the field of com- 
modities. In this country, there is hope 
of capital accepting labor on an equal 
basis with itself. If that is done, their 
interests become mutual; the conflict 
between the two will cease.” 


B. C. Bowen, of the Boot and Shoe 
Recorder, as toastmaster, said: “The 
Nunn-Bush organization exemplifies not 
the old traditional arrangement of capi- 
tal and labor as a separate entity in con- 
flict one with the other but rather what 


can be done when you combine—what 
I like to term craftsmanship in manage- 
ment with craftsmanship in the work. 
Wherever you go, throughout this coun- 
try, and you have occasion to talk to 
men in other lines of business, they 
seem to point out a true example of the 
real business of the future is being 
patterned after Nunn-Bush. They were 
indeed the pioneers in the thought that 
management was paid by the year— 
why not craftsmen by the year? That 
may seem a simple, obvious statement 
but it took a vast amount of planning, 


“A Pretty Girl Is Like A Melody.” 


The 

RECORDER 
Candid Commentator 
Goes To A Party 


One great big happy family. 


The big surprise came to Henry L. Nunn 

when they presented him with the tablet 

marking quarter century of cordial labor 
relations. 


Harry Bart, president of the Nunn-Bush 
shop union, host to the management at 
the 25th anniversary dinner, told of the 
25 years of cordial labor relations and 
the appreciation of every worker. 


engineering and capital management to 
make it effective.” 
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PILLOWED COMFORT 
Style-creations 
with proven com- 
fort features 


Included for Fall are 
e MORE STYLE piUMS 


e@ MORE VARIED Sanne TION OF 
STYLES AND LEATHERS 


e@ MORE aenels WITH THE POP 
ULAR RED CEDAR FEATURED 


e 
With their simple hidden 
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VOLUNTARY 





CHANNING E. SWEITZER 


Managing Director, National Re- . 
tail Dry Goods Association. 


*6A STATEMENT of collective policy for the stores 
represented in the National Retail Dry Goods Asso- 
ciation is expected to be approved by nearly 5800 de- 
partment, dry goods and specialty store in the United 
States,” says Channing Sweitzer, following the meet- 
ing at which the board of directors gave the voluntary 
platform unanimous approval. 

The platform commission of 49 leading merchants, 
representing stores of various types and sizes through- 
out the country, worked for a period of three months 
in the preparation of the draft for the platform. Co- 
operation between retailers and representatives of the 
various forms of advertising is expected to promote 
consumer confidence in advertising generally and it is 
expected that a committee will confer with the Ameri- 
can Newspapers Publishers Association toward that 
end. This association goes on record as supporting 
state laws for reasonable maximum hours of work 
and reasonable minimum wages for women and minors 
and expresses its belief that such legislation is the 
function of the states and not the Federal Government. 

The first chapter of the platform deals with mer- 
chandise standards, definition of terms, labeling and 
truthfulness in advertising. Chapter II deals with 
employer relations and declares for the development 
of a program of maximum work hours and minimum 
wages which shall be fair to employer and employee, 
as follows: 
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CODE for RETAILERS 


National Retail Dry Goods Association Ap- 
proves the Platform Outlining Relationships 
with Government, Consumers, Employees and 
Vendors—Some of the Important Code Sec- 


tions in Outline 


A—Maximum Work Hours: ' 
1—That the members of the National Retail Dry Goods 
Association recognize the desirability of establishing by 
legislation reasonable maximum working hours for 
women and for minors. 
2—That legislation for maximum work hours insofar as 
it applies to the retail trade is the function of the 
states and not of’ the Federal Government, and that 
in state legislation due consideration should be given 
in establishing maximum work hours, to the necessities 
of the smaller communities in each state. 
3—That in the enactment of legislation of maximum work 
hours applicable to the retail trade, provisions should 
be made for the following factors: 
a—That executive positions in retail stores should be 
properly defined and that women holding such posi- 
tions should be excluded from maximum hour pro- 
visions. 
b—That in setting maximum hours an adequate differ- 
ential should be granted to retail stores for five 
weeks in any calendar year to take care of peak 
periods, such as inventories, Easter and Christmas. 


B—Minimum Wages: ! 

1—That the. members of the National Retail Dry Goods 
Association recognize the desirability of establishing by 
legislation reasonable minimum wages for women and 
minors. 

2—That legislation of minimum wages for women and 
minors insofar as it applies to retail stores is the func- 
tion of the states and not of the Federal Government. 

3—That such minimum wage laws should be the commission 
form of minimum wage laws which permit the deter- 
mination of minimum wages after careful study, taking 
into consideration in the setting of such minimums vari- 
ous localities, size of communities, and other important 
factors. 

4—That any minimum wage established for retail stores 
should be based on an hourly rate of pay rather than 
on a weekly rate. 

5—That in establishing minimum wage rates, any legislation 
or commission should recognize the value of training jun- 
ior employees and apprentices by establishing differen- 
tials for such employees. Also, provisions should be 
made for granting exceptions in cases of aged or par- 
tially disabled employees. 


Chapter III deals with “Vendor Relations” and embraces 


A—The development of a constructive program seeking through 

mutual consideration and action of the interested parties 

a fair and satisfactory settlement of all matters which are 

of interest to and affect the business of manufacturers, 
wholesalers, and retailers. 

[TURN TO PAGE 35, PLEASE] 
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l Scholls Sowex 
ror ATHLETE’S FOOT 


ITCHING FEET and TOES 


Doubled Newspaper and Magazine Adver- 
tising Campaigns More Than Triple De- 
mand for This Amazingly Effective Remedy! 


The advertising on Dr. Scholl’s Solvex has been 
steadily increased each year until today it is 
appearing every month in 


THE SATURDAY EVENING POST—COLLIER’S 

ESQUIRE — HOLLAND'S — LITERARY DIGEST 

AMERICAN WEEKLY—AMERICAN MAGAZINE 
LIBERTY—LIFE 


In addition to this, Dr. Scholl’s SOLVEX is advertised in 
78 Leading Newspapers 


The sensational success of Dr. Scholl’s SOLVEX is due, 
of course, to the sterling merits of the remedy IT- 
SELF. For two years before it was offered to the public, 
the formula of Dr. Scholl’s SOLVEX was undergoing 
rigid clinical tests in thousands of cases of Athlete’s 
Foot. In no case did it fail to give relief. Many conditions 
of Athlete’s Foot of years’ standing, that nothing seemed 
to help, were soon cleared up by Dr. Scholl’s SOLVEX. 


You can recommend Dr. Scholl’s SOLVEX to your cus- 
tomers with every assurance that it will give satisfaction. 
It instantly relieves the intense itching of Athlete’s Foot, 
kills the fungi it comes in contact with and aids in heal- 
ing the red, raw, cracked, blistered or peeling skin be- 
tween the toes and on the feet. 


Be Ready To Meet Demand—Stock Up NOW 


The peak of demand for Dr. Scholl’s SOLVEX is during 
the Summer months when Athlete’s Foot afflicts millions. 
Order NOW and keep this product on display. 


THE SCHOLL MFG. CO,., Inc. 


| Largest Institution in the World Devoted Exclusively to Foot Care 
213 W. Schiller St., Chicago 62 W. 14th St., New York 





GRATEFUL USERS OF 
SOLVEX LIKE THESE 
HELP YOUR SALES! 


“Had Itching Toes For Years” 


Dayton, Ohio—“I was bothered by my feet and toes itching 
for years and tried everything I heard of. They would itch 
me so badly I was just wild sometimes. Skin would rub off 
my toes and crack underneath and stay sore weeks ata time. 
Doctors told me it was caused by my nerves. I got a box of 
Dr. Scholl’s Solvex. I used it seven days and my toes did not 
itch after the first application. I cannot recommend it too 
highly. It has been worth its weight in gold to me.” 

—C. A. McBryant. 


“Feet Useless From Athliete’s Foot” 


Milwaukee, Wis.—''My boy of 15 had Athlete’s Foot for 
three months and could not get his shoes on. I sent him to 
our clinic which did no good. The entire bottom of his foot 
was a mass of sores. I saw Dr. Scholl’s Solvex ad and bought 
a jar. (After the fourth day, he could put his shoes on.) You 
cannot see a thing on his foot any more. The skin is a little 
red but entirely healed. Thank you from the bottom of my 
heart for wonderful Solvex.”—Wm. Reinhardt. 


“Could Not Sleep From Toe Itch” | 


Whitinsville, Mass.—"‘A sufferer from Athlete’s Foot for 3 
years, I tried all kinds of medicines without results. I could 
not walk or sleep. The bottom of my foot was all cracked 
and the tops and inside of my toes were all open and raw. I 
saw your ad for Dr. Scholl’s Solvex. I got relief the first 
night. I shall never forget Dr. Scholl’s Solvex and what it 
has done for me.”—Oscar H. Gosselin. 

















Original 


Promotional 


Ideas .... 


FRANK MORE, San Francisco, 
has just put out a novel trade re- 
minder in the form of a five-page 
folder. When all folded, each page 
measures three and a half inches 
square. Very thin paper is used, 
and the folder is printed on one 
side only. As this well-known shoe 
retailer only deals in the top grade 
merchandise, the mailing piece is 
written up to that standard. The 
text reads: 

“Tt’s nice isn’t it... to know 
you're not forgotten . . . that: some- 
one has really taken notice of your 
absence? Truly and sincerely, we 
HAVE missed you from among our 
active patrons and we feel perhaps 
a little reminder such as this will 
be helpful in bringing you back. 
If it is .. . we shall be very happy 
for we really do make every effort 
to merit your continued friend- 
em." 

Four shoes priced from $9.50 to 
$13.50 and four bags to match 
priced at $4.95 and $6.95 were 
sketched. This piece really did the 


job intended in a grand manner. 


66ET pays to keep customer card 
records over a long period, if one 
sells good shoes,” Isador Liebreich, 
Jr., tells me. 

What inspired this remark was 
a letter addressed to Sig Haas & 
Sons, Monroe, La., which read: 
“Sometime between 1920 and 1925, 
the writer began buying Reynolds 
shoes from your Mr. Liebreich. He 
was an expert on fitting shoes and 
if his records are still avai!ab!s, I 
would like to get the information 
so that I can order a pair of shoes. 
If you have shoes to fit my foot 
in stock, perhaps I could have you 
send me a pair from: there.” 


Continuing, Mr. Liebreich said: 
“I had the dope the customer 
wanted. He purchased his last pair 
of Bion F. Reynolds oxfords from 
us on May 16, 1924, a size 54% 
B/D on the Marine last. This is 
one of the many inquiries that we 
receive regularly.” 

aa * * 





Thank You- 


hope your purchase will prove 
entirely satisfactory, and that 
pp ary ge bt pe 
serve you again. 
MARJORIE R. CARL 


TMU 


ALLENTOWN 











A VERY inexpensive method of 
showing appreciation to customers 
for their patronage is the “Thank 
You” card adopted by Farr Bros., 
Allentown, Pa., and it is much 
more effective in creating good will 
than the perfunctory “thank you” 
usually given customers after pur- 
chases are completed. 

Every salesperson at Farr Bros. 
is supplied with cards bearing his 
or her name, thus enabling the in- 
dividual salesperson to build up a 
clientele more readily than is pos- 
sible where customers do not re- 
member the name of the person 
who served them. 

When the customer has com- 
pleted a purchase, the salesperson 
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by HARRY R. TERHUNE 


slips a “Thank You” card in with 
the shoes while wrapping the pack- 
age. Upon opening the parcel at 
home the customer again is re- 
minded of her courteous treatment 
in the store and is also pleased 
to note the full name of the person 
who served her. Customers report 
that they keep these cards for future 


reference. 
* * 2 


A STUNT advertising piece dis- 
tributed by Smith Shoe Co., as the 
trout season opened on May 25, 
was a laugh-provoking “Sportsman 
Yardstick.” 

The “yardstick” was printed on 
yellow cardboard, 54% x 1% 
inches. The top side announced 
the piece was “Especially designed 
for measuring Boulder County fish 
and game.” Indicated on the top 
edge, yardstick style, indicating six 
inches, one foot, two feet, and 36 
inches; on the lower edge, 4 yard, 
\% yard, and % yard. 

The reverse side presented, “Ta- 
ble of Round Numbers For Use in 
Fishing and Hunting.” The table 
included such unique items as “300 
yards equal 1 mile,” “3 or more 
equal 1 dozen,” “22 minutes equal 
1 hour,” “3 fish equal 1 string,” 
“5 fish equal 1 big string,” and, 
“7 ounces equal 1 pound.” 

This is an inexpensive stunt. The 
printing cost of the “yardstick” 


runs about $3.00 per thousand. 





Bide dedes 9 | 
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THE SPORTSMAN YARD STICK 


Especially designed for measuring Boulder county fish and game. 
Compliments of 


SMITH SHOE CO. 
| seve. 


a aera seer 


| %yd. 

































YOU CAN PUT 
YOUTH IN 
HER STRIDE — 


F; oor 


THE SHOE THAT MAKES WALK- 
ING A GLORIOUS PASTIME 


The exclusive new feature (patented) 
in Velvet Step marks another mile- 


stone of improvement in shoemaking. 
It brings to the American woman a 
walking-comfort that is a definitely new 
sensation. You need only to get one. 
pair on her and she’s your customer for 
life. Don’t miss the extra profits to be 
made on Velvet Step. 


WRITE US TODAY! 


i Polen 


BRANCH OF INTERNATIONAL SHOE CO. 


ST. LOUIS, MO. 
LOCKS THE HEEL IN PLACE 


The VELVET STEP 
resilient pad 
locks the heel in 
place, prevents 
the foot from 
slipping forward 
with each step, 
supports the 
longitudinal arch 
and massages 
the metatarsals. 
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more, this business operated mostly in 
higher priced merchandise. In 1925 
and in 1936 the styles were not fast 
enough for the prices asked. This year, 
with those conditions rectified, the ad- 
vertising costs are down to a normal 
figure. 

All figures quoted represent the ex- 
act amounts spent by the stores them- 
selves. In other words, the figures 
are the net amounts spent. Factory 
allowances are in addition to these 
percentages. It must be said in paren- 
thesis that the policy of factory ad- 
vertising has been greatly clarified by 
the application of the Patman Act. 
Business is swinging to the factories 
who have a good advertising allow- 
ance, even though the stores know they 
are paying for all this in the long 
run. They are willing to because their 
best promoted shoes sell the easiest. 

In another store whose total pub- 
licity expense was 4.75, the manager 
believes that in no case should the 
budget exceed five per cent (the com- 
mon figure) and should be nearer four 
per cent. To quote him: 

“Last year our total advertising ex- 
pense was 4.75 per cent of our sales 
total. This includes, in addition to 
the use of newspapers and other media, 
our windows, salaries, all window dis- 
play decorations, as well as the salary 
of our advertising manager and his 
artist. It also includes our mail order 
catalogues, candies and toys to chil- 
dren and gift merchandise. 


Direct Mail Circulars 


“Practically all our publicity goes 
into the newspapers. In addition there- 
to, we spend a small amount on direct- 
by-mail circulars which we send to a 
selected group of customers, covering 
selected groups of merchandise. We 
also send out personal trade letters 
and at times announce sales to our 
entire charge list by this means. 

“In the majority of stores of our 
character, I believe, newspapers should 
receive the major portion of the adver- 
tising allotment, coupled therewith with 
the best circularizing medium, which 
we think is direct-by-mail. The use of 
this enables us to directly present cir- 
culars to specified customers, people 
who buy children’s shoes, men cus- 
tomers, customers who buy certain 
priced merchandise and the like. 

“The experience here is that direct- 
by-mail correspond , particularly on 
higher priced merchandise to selected 
groups, is valuable publicity. Radio 
and billboards undoubtedly have their 
place, but with the limited allotment 
for advertising in stores our size, it 
is better to confine ourselves to the 
best medium rather than to spend a 
little. money in all of them. 








~ 
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PERFECTION FOR. SUMMER 
PLANS, FROM PICNIC TO 
PENTHOUSE—WITH DEFT 
DETAILS, IN THE PALMER 
MANNER. DONE IN RIVIERA 
WHITE WASHABLE PIGSKIN. 


B OOT SHOP 
ALMER HOUSE - CHICAGO 


Advertising Summer Smartness 

















“There are four newspapers in our 
town in addition to the Shopping 
News. We use distinctive comments in 
two of the newspapers, plus the Shop- 
ping news, rather than group com- 
ments in all four newspapers. Approx- 
imately 46 per cent of our total ad- 
vertising budget is spent for newspaper 
space and about 15 per cent for the 
windows.” 


Value of “Throw-Aways” 


Several other stores told a like story, 
except there is a wide difference of 
opinion relative to the good of local 
Shopping News. Most stores use the 
so-called free distribution “throw-a- 
way” papers only for selling bargain or 
sale merchandise, reasoning that these 
papers have little real advertising 
merit for the selling of regular goods. 
“People who are in the market to buy 
regular goods look in those mediums 
which cost them money to buy, even 
if it is only a two-penny paper,” one 
advertising man said. 

There is a growing tendency on the 
part of many stores to shoot large sized 
advertisements, in preference to a 
greater number of small ones. Several 
men spoke of how they were doing 
this, especially for their opening an- 
nouncements. Not only that, they are 
concentrating their copy in proven me- 
diums and advertising less and less in 


the free circulation or “throw-away” 


type of papers. 
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Where The Shoe Store’s Ad 
Dollar Goes 


With retail shoe prices up some fif- 
teen to twenty-five per cent for Fall, 
shoe store publicity problems will in- 
crease for higher prices in any com- 
modity always means curtailed buy- 
ing. Several shoe store advertising 
men have indicated their belief that 
the logical way out, as far as they 
are concerned, is to tie in closer with 
the manufacturers’ national advertising 
and promotional programs in their 
windows and newspaper publicity. 





Rotogravure Advertising 
Builds Store Prestige 


MILWAUKEE, WIS.—To add to its 
prestige and in a more forceful manner 
stress the quality of its shoes, S. J. 
Brouwer Shoe Co. has been using Sun- 
day rotogravure advertising during 
March, April, May and June as an 
auxiliary to its regular black and white 
newspaper copy. The rotogravure cam- 
paign will be renewed in Fall. 

Institutional and style copy has been 
featured in the campaign with adver- 
tisements averaging two columns by 100 
lines, according to A. G. Heinmiller, 
advertising manager for the firm. Copy 
has featured men’s, women’s and chil- 
dren’s shoes. 

Advantages to be gained from this 
type of advertising, according to Mr. 
Heinmiller, in addition to adding to the 
store’s prestige, are greater visibility 
due to fewer pages, greater reader in- 
terest resulting in greater advertising 
dollar returns, and the opportunity to 
build continuity through regular inser- 
tion because the rotogravure section is 
published but once a week. 

Because the section in which it ap- 
pears is pictorial, advertising copy 
should follow along the same lines and 
pictures used must be of considerable 
interest to catch the eye, Mr. Heinmiller 
explained. Several of the advertise- 
ments used photos of popular students 
of local colleges modeling Brouwer’s 
shoes. 

One striking institutional advertise- 
ment featured a map of Wisconsin with 
lines radiating from Brouwer’s to nu- 
merous cities in the state where Brou- 
wer customers reside, the caption de- 
claring: “Folks All Over Wisconsin 
Buy Brouwer Shoes.” 

Although rotogravure costs approxi- 
mately one-third more than black and 
white space and must be prepared sev- 
eral weeks in advance of publication, 
Mr. Heinmiller believes its value is re- 
flected in its increased attention power. 
Mr. Heinmiller himself took the various 
photos used in the Brouwer copy, there- 
by reducing the costs of this campaign. 
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THE IRVING/DREW COMPANY 


WALLACE DREW 


SECRETARY 


to direct and maintain our high stand- Two beautiful models from the 
“ 5 Drew Arch Rest Fall Lines 

ards of manufacturing women's fine 

shoes .. . Under the name of this ex- 

perienced and well established: house, 

the traditional Drew Arch Rest quality 

will be evident... offering smartly 


tailored type welts and Uco construction. | @ the LANE 
| Five eye suede calf 


The national acceptance of this line for ee with lizard trim, tip and 
. eyelet stay of lizard . . 


more than 35 years justifies your in- ‘| Cuban leather heel. 
vestigating the Franchise. 


the SENORA 


A finely tailored 5 
eye tie in satin mat 
or soft brown kid . . 
Cuban covered heel. 


The well known and established 
Drew Arch Rest Shoe 


EXECUTIVE BOARD 


GEORGE UTLEY, PrREsS., PORTSMOUTH, O. 
CHARLES AULT, AUBURN, MAINE 
J. ©. JOHNSON, MILWAUKEE, WISC. 
CHARLES W. BAKER. JR., CINCINNATI, O. 
H. S. VAN CAMP, PORTSMOUTH, O. 
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and quite a large college trade from 
young fellows who attend distant 
schools and colleges, we start our Fall 
season about August first.” 


R. O. Mattingly, The Gano- 
Downs Co., Denver, Colo. 
ok a” * 


“TI think a good strong promotion 
of men’s shoes would be an excellent 
thing. With returning prosperity, now 
is the time to try. to get a few more 
of the dollars that men have to spend 
on clothes. 

“If there is any way in which we 
can assist you in your campaign, we 
will be very glad to do so.” 


Edward C. Orr, The Potter 
Shoe Co., Cincinnati, Ohio 


* * * 


“A national campaign of the nature 
you suggest would be productive of 
much good and we are in hearty accord 
with the plan. 

“We feel that too much stress has 
been placed heretofore on service and 
too little on looks, and we would like 
to see something done about this trend 
in the sale of men’s shoes. Comfort, 
of course, is taken for granted. 

“Anything that can be done to make 
men more shoe-conscious will be wel- 
comed by us, but we feel that the 
start will have to be made with Mr. 
Shoe Retailer and Mr. Shoe Salesman. 
They have been horrible examples up 
to now. If you doubt this statement, 
check the shoes worn by the shoe men 
at the next N.S.R.A. convention. This 
same condition exists in most shoe 


stores.” 
C. M. Selby, Volk Bros. 
Company, Dallas, Texas 
*” * * 

“We will open up with promotions 
on all Fall lines, shoes, included. We 
wish to take full advantage of your 
campaign. to tell retailers how to ad- 
vertise, how to promote, and how to 
display men’s shoes.” 

C. C. Stubbs, Stubbs, 
Plainview, Texas 
*~ * as 


“We are very enthusiastic about the 
results that can be obtained from a 
campaign such as you have mentioned. 
If we may be of any assistance in such 
a campaign we shall be happy to co- 
cperate in every way. 

“We find. that our retail sales last 
year showed the first appreciable in- 
crease during the week ending August 
26 and held this increase until the 
middle of September, then showed an- 
other increase. On the basis of these 
figures we would be inclined to suggest 
the week beginning August 30.” 

Jack Braden, General Shoe 
Corp., Nashville, Tenn. 


“ 


INDUSTRY HAILS MEN’S SHOE 
CAMPAIGN 


[CONTINUED FROM PAGE 15] 





“We congratulate you on another 
season announcement issue and know 
that it will do a lot of good.” 


George H. Leach, vice-president, 
Geo. E. Keith Co., Campello, Mass. 


He * * 


“The program you outline in your 
letter of May 10 naturally meets with 
our hearty approval and we firmly 
believe that your readers will take a 
whole-hearted interest in this promo- 
tion.” 


C. C. Andreasen, Racine Shoe Manu- 
facturing Co., Racine, Wisconsin 


* * * 


“Any program which would stimu- 
late the sale of men’s shoes naturally 
is to be commended by both manufac- 
turer and retailer. alike. 

“Beyond a doubt the national cam- 
paign idea is a good laudable one and 
with present-day economic conditions 
being as they are it is opportune.” 


J. F. Ryan, J. P. Smith 
Shoe Company, Chicago, Ill. 


* * * 


“Naturally, we welcome any activ- 
ity which has for its purpose the cre- 
ating of additional business in men’s 
dress shoes, so we are happy to learn 
of your promotional plan for next 
Fall.” 

H. C. Freeman, Freeman 
Shoe Corporation, Beloit, Wis. 


* * * 


“It strikes me that you are planning 
to contribute a very exceptional service 
to retail merchants. Frankly, in the 
writer’s opinion, most merchants floun- 
der around with the opening of the Fall 
presentation. If they had a definite 
merchandising plan that could be con- 
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sistently followed, there is no doubt 
that a greater pairage would result. 

“It would seem to the writer that the 
Fall presentation should be divided into 
two sections. First of all, the early Fall 
campaign, which should follow immedi- 
ately after the sport shoe sale closes. 
This, in the writer’s opinion, should 
consist of reverse calf types in brown 
and gray and boarded types of shoes 
in the lighter variety, followed by a 
campaign on Scotch grain types, cordo- 
vans, etc. This should be carried 
through consistently later on, to ham- 
mer home the importance of these shoes 
when the weather and climatic condi- 
tions favor the sale of same. 

“In St. Louis and this area, we find 
that young college men are buying their 
shoe wardrobe for Fall, either the last 
week in August or the first week in Sep- 
tember. The feeling seems to prevail 
that these college men and men leaving 
for preparatory schools prefer to do 
their shopping at least ten days or so 
before they actually board the train. 
This is also true of boys in high school.” 


M. R. Shaffer, Sales Manager, 
Winthrop Shoe Company Di- 
vision of International Shoe 
Company, St. Louis, Mo. 


* * * 


“We are very glad indeed to see you 
making a special effort to induce the 
retail merchants to present their new 
Fall line of men’s shoes in a really ef- 
fective way. We have been very much 
interested in this, of course, inasmuch 
as we manufacture men’s fine shoes ex- 
clusively, and we are glad now to have 
the influence of the RECORDER thrown 
back of this effort. ... We think an 
effort of this kind at this time is most 
appropriate.” 


J. C. Johnson, Secretary, Nunn-Bush 
Shoe Company, Milwaukee, Wis. 


*. * * 


“I think that your plan for an ag- 
gressive promotion of men’s shoes 
throughout the Fall and Winter. should 
produce excellent results. . . . I hope it 
will be very successful. 


Alfred T. Kent, Vice-President, 
M. A. Packard Co., Brockton, Mass. 


* * #8 


“We heartily endorse the movement 
that will encourage shoe retailers all 
over the country to simultaneously pro- 
mote Fall footwear, and feel sure that 
it will be beneficial to the shoe trade as 
a whole.” 


James P. Macfarlane, Sales Manager, 


Curtis Shoe Company, Ince., Marlboro, 
Mass. 
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Surely, these three results follow every 
carefully planned and well executed 
modernization plan: 


. . . increased traffic, because customers just 
naturally prefer to shop in an up-to-date, modern 
atmosphere; 


. . » increased volume resulting from increased 
traffic, better display, and a dramatization of the 
merchandise; 


* 


Main Offices and Factories: | Planning Service and Equipment. 
Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities | City _—-_State 


GRAND RAPIDS STORE * MAIL zais eoeros rote 
EQUIPMENT COMPANY ™ | cress criss wichigen 








EI...” 


Soe Sarton 
Freverick Lorser & Co., Garden City, Long Island 


. . « better profits because of substantially increased 
volume without a corresponding increase in overhead. 


All these things are being accomplished by retailers 
served by our planniag counsel, our manufacturing 
resources, and our flexible, interchangeable type of 
equipment. 


If you are interested in similar results, why not let one 
of our representatives point out the simple ways and 
meons for accomplishment? No obligation, of course. 








Please send us further information on your Store 


eS |S ee. ee 
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RETAILERS 


Everywhere are 
saying good-bye to this 
source of trouble! 


The adjustments, refunds, losses and customer dissatisfactions resulting from 
soles breaking at the lip of Louis heels are completely eliminated by the new 
Breastlock Heel . . . . most revolutionary development of heel making in 
twenty years. Retailers everywhere are specifying Breastlock Heels because 
they eliminate trouble, improve the value of their shoes, are a helpful 
talking point on the floor. Ask your manufacturer to use Breastlock .. . they 
do not increase the cost on most types of shoes . . . will increase your profits. 


BREASTLOCK 
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eliminate breaking 
of sole at lip 


* 


do not kick back 
or under 


* 


strengthen 
the shank 


* 


can be used as high 
as wanted 


* 


improve the service 
and satisfaction 
of your shoes 


* 


but do not increase 


the cost 
except on single 


sole construction 


* 


F. W. MEARS HEEL CO. 
140 Federal St., BOSTON 


Factories at Lawrence, Mass.; Conway, N. H.; 
Auburn, N. Y.; Columbus, O.; St. Louis, Mo. 
Affiliated: Dominion Heel Co. 
Montreal and Quebec, P. Q. 


* 


HEELS 





Watch Your Step 
On Style 


[CONTINUED FROM PAGE 19] 


of ideas in our shoe manufacturers 


sometimes has a tendency to lead them 
astray in their search for novelty. The 
perfectly groomed woman, the world 
over, is certain to prefer a simple 
perfectly cut shoe in most instances, 
though she may let her fancy run riot 
in the matter of amusing sandals for 
sport wear or for spectator sports; in 
boudoir slippers, or in evening vari- 
ants. But for street wear you will 
find her choosing conservative types of 
footgear. 


In stressing simplicity in shoes I do 
not, by any means, intend to say that 
we should all be shod in the classic 
opera pump only. I mean that discre- 
tion should be used in ornamentation, 
that the shoe should be bought as the 
hat is, not only for its beauty as an 
object, something worked out as a unit 
with a view to its beauty alone, but that 
its function as a foot covering, as a 
completion to a costume, and a most im- 
portant one, should be taken into con- 
sideration. 


Two of the most important fashion 
pictures now _shooting are “First 
Lady” at Warner Brothers, and 
“Vogues of 1938” at the Wanger 
Studios. For the former, Orry Kelly 
has designed the wardrobe of Kay 
Francis. Kelly feels that the new in- 
terest in clothes centers at the waist 
line. We have done so much with neck- 
lines that he feels the focal point of 
attention has shifted from them to the 
waist. He is doing interesting things 
with belts, and where he uses the full, 
shortish skirt for daytime models, he 
makes the belts important in a variety 
of ways, either by graduated width, 
lacing or important buckles. This makes 
an excellent shoe tie-up in some of his 
models. Noticeably an alligator belt 
to be worn with shoes and bag to match. 
He has created many enormous hand 
bags of suede, pigskin or other leathers 
and matches the shoes or gloves to 
them. 

Kelly believes that the short skirt 
for evening wear is a Summer mode, 
but Omar Kiam, who is designing 
many of the “Vogues” clothes, dis- 
agrees with him and has used this 
youthful idea for his stars, to carry 
over into the Fall. 

Kiam has a whole series of little 
street frocks to be worn with furs, 
which are perfect. As the picture is to 
be in color, much attention has been 
paid to the importance of color in foot- 
wear. He has abolished practical but- 
tons on his suit jackets and uses in- 
visible hook fastenings of large size 
and ornamental buttons of suede or 
other material sewn on the outside of 
the front flap. One gray suit to be 
worn by Helen Vinson has thick rolls 
of gray suede used in this way. They 
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also trim the golf cap Miss Vinson will 
wear with it. This should be a perfect 
tie-up, of course, for gray suede shoes. 

Kelly’s new silhouette for evening is 
low waisted, sometimes with the bodice 
descending in a point in the front, 
seeming to confine the fullness of the 
skirt in an Elizabethan line. Other 
waistlines stop just above the hip, 
where the skirt joins them. Tight fit- 
ting at the waist is stressed in all of 
his designs. 

A common reaction, I find, to the 
rumors of lowered waist lines, is a 
shudder of recollection at the crimes 
that were perpetrated in its name the 
last time it was worn. But the fashion 
picture has changed since then. At that 
time the waist line was undefined, the 
skirts were over short; there was a 
horrifying lack of proportion in the 
silhouette. Now we are cleverer. If 
this new line is adopted there is nothing 
to fear. As it is now carried out it is 
young, trim and becoming. It is a 
natural outcome of the corseted effect 
of the waist and stresses the supple- 
ness of the figure. 

With skirts going up, as they un- 
doubtedly are, for daytime wear, shoe 
silhouettes are in for a terrific amount 
of attention. The high throated shoe 
is, I find, welcomed by some of the 
Hollywood designers who have the luck 
to dress long legged stars. They like 
the look of the leather mounting on the 
foot, descending sharply at the sides, 
but they all say that discretion should 
be used by the short woman in adopt- 
ing this line. 


Voluntary Code 
For Retailers 
[CONTINUED FROM PAGE 26] 


B—tThe promotion of a voluntary means 
of settling all controversies between vendors 
and vendees to the end that further agree- 
ments may be arrived at by which the 
manufacturing trades and the wholesale 
and retail trades may go forward with re- 
newed confidence, cooperation and under- 
standing. 

C—The approval of the establishment 
and continuance of ethical trade practices 
on a sound economic basis, which are 
mutually agreed upon by the producer and 
distributor when in the interest of vendor, 
vendee and the ultimate consumer. 

The National Retail Dry Goods Associa- 
tion, however, is opposed to price fixing in 
any form or any other procedure which 
will preclude passing on to the retailer and 
the consumer any savings resulting from 
improved efficiency in production and dis- 
tribution. The.Association is also opposed 
to secret rebates or any* arrangements 
which are not available to all under similar 
conditions. 


IV—Policies Regarding (A) Child Labor; 
(B) Sweat Shops 


A—The elimination of child labor for 
hire under 16 years of age. The National 
Retail Dry Goods Association believes that 
fundamentally the employment of minors 
under certain ages is a social loss because 
it may interfere with health, training and 
morale; and is an economic loss, since such 
employment reduces the need for adult 
labor. 

B—tThe condemnation of the employment 
of labor under sweat shop conditions and 
the establishment of an impartial and in- 
dependent body to ascertain facts with re- 
spect to the existence of such conditions in 
any given case. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


| 
BREASTLOCK 
HEEL 


UNISHANK innersoles end BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, JULY 3, 1937 


NATIONAL NEWS 





Bill to Regulate Hours and Wages Delayed 





Black-Connery Bill, Recently Declared Inevitable, Lags as Feeling 
Against Measure Grows 


WASHINGTON, D. C.—The chances for 
passage of the Black-Connery wage- 
hour bill at this. session of Congress are 
decreasing daily. Observers who, a 
week or two. ago considered its passage 
“inevitable,” now concede that the 
measure has only a 50-50 chance at 
best and that a definite trend against 
the measure is growing in momentum. 

Growing resentment against the Ad- 
ministration’s tactics, particularly the 
increasingly intense White House pres- 
sure, is cited as partially responsible 
for this trend. Coupled to that, of 
course, is the determination on the part 
of many legislators to wind up the 
current session as soon as possible to 
avoid Washington heat and to make 
ready for the election battles which 
many of them face in November. 

Also indicative of the present trend 
is the departure of Vice-President 
Garner from Washington and the ap- 
parently increasing reluctance of Sen- 
ate Majority Leader Robinson to go 
all the way down the line with Admin- 
istration forces as has been his unfail- 
ing custom in the past. 

The Democratic love-feast on isolated 
Jefferson Island in Chesapeake Bay, 
was pointed to as another sign that 
Administration forces need bolstering 
if “ought” legislation is to have any 
chance at all in the closing days of the 
session. 

The death of William P. Connery, 
chairman of the House Labor Commit- 
tee, has not altered the chances of the 
bill one way or the other. Observers 
point out that Connery, while an ardent 
supporter of the measure, merely was 
chairman of the committee which 
jointly sponsored the bill, the writing 
being done by that inimitable team of 
Corcoran and Cohen. Chairmanship of 
the committee has been given to a 
woman. She is Mary T. Norton, Demo- 
crat of New Jersey, ranking committee 
member. 

Distributing groups may be said in 
general to have assumed an attitude of 





DATES TO REMEMBER 


Boot and Shoe Travelers’ Association 
of New York Annual Summer Out- 
ing and Golf Tournament, Karat- 
sony’s, Glenwood Landing, L. I., 
July 15, 1937 
Pennsylvania Shoe Travelers Associa- 
tion Annual Tri-State Shoe Mart, 
William Penn Hotel, Pittsburgh, 
MOR undinaiincues July 18, 19, 20, 1937 
Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, 1938, 
Waldorf-Astoria Hotel, New York 
September 9, 10, 1937 
New York State Shoe Retailers Asso- 
ciation, 19th Annual Convention, 
Hotel Ten Eyck, Albany, N. Y. 
Oct. 3, 4, 5, 1937 
National Shoe Fair, Hotel Stevens, 
Chicago, Ill. ........ Jan. 3, 4, 5, 6, 1938 
Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Ben- 
jamin Franklin Hotel, Philadelphia, 
Ree ecccices January 16, 17, 18, 19, 1938 
Texas-Oklahoma Retail Shoe Dealers’ 
Association and Southwestern Shoe 
Travelers’ Association Joint Annual 
Convention, Fort Worth, Texas 
January 17, 18, 19, 1938 





watchful waiting with respect to the 
wage-hour bill. Rather than bear the 
stigma of appearing openly hostile to 
a measure which admittedly carries 
some worthwhile objectives, these 
groups have preferred to remain quiet 
and have given only lukewarm support 
to the measure. 

The difficulty still seems to be the 
insurmountable task of finding out just 
how the bill will affect them and just 
where the fair labor standards board’s 
jurisdiction will end. Wholesalers and 
retailers generally are known to feel 
that mail order firms and distributors 
whose locations are near state lines 
are definitely in the interstate category. 
But there is no degree of certainty as 
to what would be done about a com- 


petitor whose business is purely intra- 
state, despite Administration assur- 
ances to the contrary. Presumably the 
labor standards board would be under 
continuous and terrific pressure to en- 
compass more and more territory if 

the system were to function at all. 
Retailer interest, as represented by 
the American Retail Federation, have 
been quietly determining sentiment 
among its members and have given the 
bill only superficial endorsement. That 
its members are somewhat apprehen- 
[TURN TO PAGE 388, PLEASE] 


New York Shoe Workers 
Get Wage Increase 


New YorK—A wage increase of ten 
per cent to factory employees was 
granted by the members of the Shoe 
Manufacturers’ Board of Trade of New 
York, Inc., following several weeks of 
negotiations with the Union. The in- 
crease is to be retroactive to June 1 and 
is to continue in effect until November, 
1938, at which time the price agreement 
is again subject to change, although the 
Union contract runs until November, 
1939. 

About 5800 workers are benefited by 
this increase which will amount to 
$720,000 annually. 

Negotiations between the Union and 
some of the employers who are not 
members of the Board of Trade are 
now understood to be in progress. 
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Bill to Regulate Hours 
and Wages Delayed 
[CONTINUED FROM PAGE 37] 


sive of the measure, however, is indi- 
cated by a group of amendments which 
they are expected to bring before the 
joint Senate and House committee. 

Among these suggested amendments 
is one stipulating that government in- 
spection of firm records be undertaken 
only where complaints are based upon 
“reasonable grounds.” Another would 
require the labor standards board to 
produce evidence of violation before 
bringing an action in court. 

“This group also will probably ask 
that distribution be represented on the 
proposed five-man board and they are 
expected to-urge that advisory com- 
mittees for various industries be made 
mandatory rather than merely per- 
missive. 

Revision of the measure to require 
acceptance of labeled goods as prima 
facie evidence that they are not “un- 
fair goods” as defined in the law, will 
undoubtedly be asked by the retailers. 

Thus, whether the measure passes 
this session or next, this branch of the 
distributing group feels that these safe- 
guards, which seem reasonable enough, 
should be included. The joint commit- 
tee has indicated its willingness to 
accept and consider their recommenda- 
tions despite the fact hearings have 
been brought to a close. 





New York Shoe Travelers 
Plan Gala Outing 


New YorkK—The Boot and Shoe 
Travelers’ Association of New York 
have planned a most elaborate program 
for their annual Summer jamboree and 
golf tournament to be held July 15 at 
Karatsony’s Hotel, Glenwood Landing, 
L. I. The golf tournament will be held 


~ 
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Termites Enjoy Oak Soles 





The pestiferous insect of destruction that works in the subterranean realm of 
posts and foundations of wooden buildings is evidently diversifying his diet. Per- 


haps the termite has learned to read and the shoe stamped “oak 


sole” has brought 


a new problem to the termite exterminating industry. 





at the Engineer’s Golf Club which is 
adjacent to the hotel. Tickets for the 
outing which will include two full- 
sized meals and ample refreshments and 
smokes, are six dollars a person with 
golf fees extra. 

For those men who have no cars, 
buses will leave the Marbridge Building 
at the corner of Sixth Avenue and 35th 
Street, at 9.45 a. m. 

At 12 o’clock noon, breakfast, but in 
reality a full-sized luncheon, will be 
served at the hotel. Following the 
luncheon, those members who will play 
in the golf tournament will adjourn to 
the golf club while the others can in- 
dulge in baseball, horseshoe pitching or 
swimming at the adjacent beach. 

At 7 p. m. dinner will be served dur- 
ing which the golf prizes will be 
awarded. 

The committee in charge of arrange- 
ments is as follows: 





Tom England, George Daven, Harold 
Callahan, Larrie Sass, Stanley Napier, 
Mort Seaman, Edward Brown, Jim 
Baker and Charles Havranck. Tickets 
may be secured from members of this 
committee or at the club rooms in the 
Marbridge Building. 

A cordial invitation is extended to all 
shoe men who may be visiting in the 
city at that time to attend the outing 
which at this early date gives every 
promise of being a most successful and 
enjoyable affair. 





Returns From Abroad 


BurraLo, N. Y.—Joseph L. Hudson, 
merchandise manager of the men’s and 
boys’ footwear departments of the J. L. 
Hudson Co., division of Adam, Meldrum 
& Anderson Co., and Mrs. Hudson have 
returned from an_ extensive trip 
through Europe. 








~, 
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nATIONAL 


ERS Sue Tad (@ Let’s Go To Town .. « 


- AUG.28 
i OSEPT.4 


yp srtay is the very backbone of this great 

national promotion. To assure community 
acceptance for the week and your participation 
in it, Boot and Shoe Recorder has prepared a 
display kit for retailers! It includes three official 
posters, four streamers and one mounted counter 
card, lithographed in roto brown and Persian 


orange in the following sizes: 


Poster 17 x 22 

Counter Card 9 x 12 
Streamer 22 x 3 

Complete Kit Priced at $2.00 


BOOT and SHOE 
RECORDER 


With Men’s Shoes This Fal 


Announcing 


The , 
Official 


NATIONAL 
MENS’ SHOE WEEK 
POSTER 
and Display Kit 


DISPLAY MEN 
Your prompt order will be appreciated 
since the initial print order is necessarily 
limited and you will understand that 
the needs of the entire industry must be 
provided for in the final run which 
goes to press August 1. There will be 


no third edition! 


MANUFACTURERS 
These kits available to manufacturers in 
quantities at reduced prices. Samples 
and prices will be sent you as soon as 


they are off the press. 





National Men’s Shoe Week Promotion 
Boot and Shoe Recorder 
239 West 39th St., New York 


Please Send us National Meu’s Shoe Week Display 


Kits, 
«++-Check (or Money Order) enclosed, or ....Mail C.O.D. 


plus postage. 


Please Print Your Name and Address Clearly 
Please Make Checks Payable to Boot and Shoe Recorder 











The Great National Shoe Weekly and Sponsor of National Men’s Shoe Week. 
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Children's Shoes 


LO 6 Fh SO 


@ NAHM-O-PEDIC 
Child’s ond Misses’ 
Finest ‘Quality 
Write fer information 
NAHM BROTHERS SHOE 
MFG. C 





Swansen & Ritner Sts., 
Philadelphia 
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Nurses’ Shoes 
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Flexible, Shape Retaining 
NURSES’ OXFORDS 


Made on the 
New OSCO 
Process 


IN-STOCK 


No. 2000 

Bik, Kid * 
ate 
No. 2005 


wie 2005 =~ OWENS SHOE Co. 


ate gh 28 Goodhue St., Salem, Mass. 











Dates Set for 
Southwestern Show 


Fort WortTH, Tex.—Dates for the 
1938 joint convention of the Texas- 
Oklahoma Retail Shoe Dealers’ Asso- 
ciation and the Southwestern Shoe 
Traveler’s Association were set for 
January 17-19, 1938, at a luncheon 
meeting of officials at the Hotel Texas 
in Fort Worth, Texas, on June 21. 

L. E. Langston, executive vice-presi- 
dent and general manager of National 
Shoe Retailers Ass’n, attended the 
luncheon and was the principal speaker. 
He advocated the organization of all 
retail merchants in Texas as a means 
for quick settlement of disputes in case 
of labor troubles similar to those which 
are sweeping the country. Gus Daniel, 
president of the Texas association, and 
W. A. Harris, state secretary, jointly 
presided. 

The following arrangements commit- 
tee was appointed at the luncheon 
meeting: Alex Hesselson, general chair- 
man, Glenn Jones, H. E. Knoebel, R. E. 
Crawford, Tommy Crawford, E. H. 
Muse, John L. Ashe, Mr. Harris and 
Mr. Daniel. 


~ 
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Dayton Shoe Retailers’ Club. 
Observes 35th Anniversary — 


DayTon, OHIO-——The Dayton Shoe 
Retailers’ Club, considered to be the 
oldest shoe group in the United States, 
is observing its thirty-fifth year of ex- 
istence this year although no special 
anniversary program is being planned. 


“Pete” Myer, left, and John Schoen- 
hal, the only remaining original mem- 
bers of the Dayton Shoe Retailers’ Club 


which was formed in 1903. 


Gus Dears, who operated a shoe store 
on Main Street at that time, was the 
first president of the club. Weekly 
meetings were held by the dozen shoe 
retailers then in business. P. J. Myer 
and John A. Schoenhal, both charter 
members of the organization, are the 
only ones left of the original group. 
Today, approximately 35 to 40 shoe 
men attend the monthly meetings. 

Recalling “the good old days,” Mr. 
Schoenhal, who has been treasurer of 
the club for so long that he has for- 
gotten the number of years he has held 
the office, related of the time when a 
banquet was held in the old Bechol 
House. The meal was composed of 
eight courses and following the serving 
of cocktails, a different wine was served 
with each course. 

However, “Pete” Myer’s bear steak 
dinner was the event which has re- 
mained vividly in the memory of shoe 
retailers in this city. A cub bear was 
brought to the city from Cincinnati as 
part of a publicity stunt. “Pete” sug- 
gested staging a bear steak dinner and 
the cub was duly executed and served 
to nearly 50 shoe men and their friends 
in the Hotel Gibbons. 

Visitors to the monthly meetings 
never fail to express their surprise 
over the complete spirit of cooperation 
existing between the Dayton shoe re- 


‘tailers and the enthusiasm existing in 


the efforts to solve local problems. The 
next session of the club will be held 
July 14 and all traveling shoe men are 
extended a cordial invitation to attend. 

Present officers of the club are: M. H. 
Riggs, Baynham Shoe Company, presi- 
dent; Jack Shafor, Minor’s vice-presi- 


‘Today's Babies 
Are — 
Tomorrow’s Customers 


Many thousands of them, wearing 
Mrs. Day's Ideal baby shoes, are 
—as they grow up—logical pros- 
pects for Flexible Hard Soles (2-8) 
by the same manufacturer. These 
babies represent a powerful ready- 
made market to alert merchan- 
disers of juvenile footwear, for 
which Mrs. Day's specialized line 
of little shoes is “open sesame.” 


MRS. DAY’S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers - of Fabric—Cushion—Soft Sole— 
Intermediate and 





FLEXIBLE HARD SOLES 
ANT RET 





dent; James Gabler, Walker’s, secre- 
tary, and John A. Schoenhal, Schoen- 
hal’s, treasurer. 


Open New Shoe Department 


SARASOTA, FLA.—A new shoe depart- 
ment has been opened in the Peerless 
Clothes Shop at 338 Main Street. M. 
and Ed Shoor are owners. 


Along the Paths of Learning 


[CONTINUED FROM PAGE 17] 


sell a black shoe or a brown shoe, plus 
a colored shoe. 

Some stores are going to be daring 
enough to try and sell two types of 
construction in campus shoes ... a 
lighter, soft, construction for early 
Fall, a heavier shoe for later. The 
theory being (and it’s a good one) that 
the foot that has been slopping about 
in sandals all Summer is going to find 
it hard to adjust itself to a heavy 
shoe right off the bat in September. 
Moreover these lighter shoes will look 
better with the light clothes worn in 
the early Fall. 

The first of these shoes might well 
be a soft toe, unlined reverse calf 
shoe, the second a. smooth-grained or 
combination leather shoe that will have 
the additional advantage of easy slip- 
ping in and out of galoshes, when 
snow comes on the scene. 





cho Ss =o me 
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Ritchie’s Brownbilt Shoe Store, Blackwell, Oklahoma 


Ritchie's is just one of hundreds who are build- 
ing volume and profits the Brown?i!t way. 


There’s nothing magic about the Brown Store Plan. It 
will work for you just as certainly and successfully as it 
has worked for R. R. Ritchie. A sound, practical plan 
covering every phase of shoe retailing, the Brown Store 
Plan has been tried and found successful by shoe mer- 
chants in every part of the country. Follow the leaders— 
help yourself to bigger volume and profits — write for 
full information about the Brown Store Plan. No cost 





or obligation. 


Wwswrs Duos Goungarny, 
MANUFACTURERS, ST. LOUIS 


Manufacturers of Air Step Shoes for Men and Women and Buster 
Brown Shoes for Girls and Boys. 





Gov. F. P. Murphy 
Given Honorary Degree 


DurRHAM, N. H.—“Successful in the 
development of a great manufacturing 
enterprise whose products assist in 
keeping America on its feet,” was a 
tribute paid to Gov. Francis P. Murphy 
of New Hampshire, head of the J. F. 
McElwain Shoe Co., of Manchester and 
Nashua, when he was awarded an 
honorary degree:of Doctor of Laws at 
the commencement of the University of 
New Hampshire. 

The citation given by Roy D. Hunter, 
chairman of the university’s board of 
trustees, said in part: 

“Mr. President, I have the honor to 
present Francis Parnell Murphy, 69th 
governor of New Hampshire, ranking 
citizen of New Hampshire by choice of 
her people, leader among socially- 
minded manufacturers; he has achieved 
against great odds and stands today a 
fitting candidate for the honors of this 
university. 


F. E. Morphy Named Webster 
Factory Superintendent 


WEssTER, Mass.—Benjamin Magnus, 
for three years superintendent of the 
Webster Shoe Corporation has resigned. 
He will be replaced by F. E. Morphy 
who has been connected with the Fried- 
man Shoe Company in Maine for sev- 
eral years. 





Buford Jones Elected 
Dunn & McCarthy President 


Auburn, N. Y.—At a meeting of the 
board of directors of Dunn & Mc- 


BUFORD H. JONES 


Carthy, Inc., held on June 22, Buford 
H. Jones was elected president of the 
company to succeed Charles A. Mc- 
Carthy, who died June 15. 


Other officers were elected as follows: 
William M. Emerson, vice-president; 
Fred L. Emerson, treasurer; Charles 
E. Heckel, secretary, and Thomas S. 
Tallman, assistant secretary-treasurer. 

Mr. Jones came to Auburn as sales 
manager in 1928, equipped with a wide 
experience in shoe selling and sales 
manajrement. Born in Dallas, Texas, 
February 18, 1885, he later moved to 
Pulaski, Tenn., where he spent his boy- 
hood. 

His first job was for the shoe job- 
bers, M. C. Kiser Co., Atlanta, Ga., 
where he nailed up boxes, swept the 
floor, etc. 

In January, 1903, before he was 18 
years-old, he went on the road selling 
shoes for Wolfe Bros. Shoe Company, 
Columbus, Ohio, and traveled in the 
South. Following this he covered the 
same territory for the Irving Drew 
Company and later went to the Rocky 
Mountain States for Weyenberg of 
Milwaukee. 

In 1914, Mr. Jones went with the 
Thomson Crooker Shoe Company of 
Boston and traveled for them on the 
Pacific coast. In 1920, when Mr. Crook- 
er sold out and retired, Mr. Jones was 
elected a director and vice-president 
in charge of sales and stayed in Boston 
with the Thomson Crooker Shoe Co. 
until 1928 when he came to Auburn, 
N. Y., to be sales manager for Dunn 
& McCarthy, Ine. Soon afterwards 
he was elected a director and vice- 
president in charge of sales. 
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“HIGHEST GRADE ONLY" 
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M.LT. Honors Dewey and 
Almy President 

Boston, Mass. — Bradley Dewey, 
president of Dewey and Almy Chem- 
ical Company, Cambridge, Mass., who 
has served five years as a term member 
on the Corporation of the Massachu- 
setts Institute of Technology, has been 
elected a life member of the Institute’s 
governing board. Mr. Dewey is a 
graduate of Harvard University and a 
graduate of the Institute in the class 
of 1909. 

Mr. Dewey has long been interested 
in Institute affairs, both alumni and 
administrative, having been president 
of the Technology Alumni Association 
in 1931-32. He has been a member of 
the Alumni Council since 1921. As a 
term member of the Corporation he has 
been active on various committees in- 
cluding membership on the Visiting 
Committee of the Department of Min- 
ing and Metallurgy. 


BOOT AND 


B. L. Wales Named 
Stetson Sales Manager 


SoutH WEyMouTH, Mass.—Burton L. 
Wales, for the past five years manager 
of the Arnold Authentics division of 
The Stetson Shoe Company, Inc., has 
been appointed general sales manager 
and elected a member of the board of 
the Stetson Shoe Company including 
the M. N. Arnold Shoe Company. The 
announcement was made by Stanley 
Heald, president of the company, fol- 
lowing a meeting of the board of direc- 
tors, held recently at the main office and 
factory in South Weymouth. 


BURTON L. WALES 


Mr. Wales joined the Stetson organi- 
zation in 1932, at which time the Stet- 
son Company took over the M. N. 
Arnold Shoe Company, then of Abing- 
ton. The sale and distribution of Arnold 
shoes have materially increased under 
Mr. Wales’ management and his ap- 
pointment to greater responsibilities 
for the Stetson Company is a direct 
result of his outstanding accomplish- 
ment. 

In his new capacity Mr. Wales will 
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EVERYONE IS 
ROUGHING THEM 


for fall and specifying 


@ 


RUFFIT is the outstandingly 
popular sueded leather. Has 
everything—fine nap. soft feel, 
authentic colors (20), aniline 
dyed, and exceptional cutting 
figures. Your manufacturer prob- 
ably uses RUFFIT—but you can 
make sure by asking him. 


SLATTERY BROS. 
TANNING COMPANY 
210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 








be in charge of styling, selling and 
advertising for Stetson and Arnold 
shoes for men and women. 





Information Wanted 


An inquiry has been received by the 
Inquiry Department of the Boot and 
Shoe hoe Recorder as to the name and ad- 
dress of a manufacturer of men’s alumi- 
num shoe trees going under some such 
trade name as “Yellow Jacket.” 

Will anyone having this information 
kindly write the Inquiry Department, 
Boot and Shoe Recorder, 239 W. 39th 
Street, New York City. 





L. A. Miller Wins Golf Match 


DAYTON, OHI0—Two “big shots” of 
the Dayton Shoe Retailers club met on 
June 16 to decide who was the better 
golf player. Louis A. Miller, past presi- 
dent of the local club and a newly 
elected director of the State associa- 
tion, and M. H. Riggs, club president, 
were the players. 

The contest was held on the links of 
the Northmoor Country Club during 
the afternoon of the shoe dealers club 
meeting. It was a nip and tuck affair 
for various holes but when the game 
was over (only nine holes) Miller had 
defeated Riggs by three strokes, and 
Miller was playing on a strange course 
at that. 
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SUMMER'S “BAREFOOT” 


1937 


FASHIONS CALL FOR 


“Ankle-Hi” Fairy Forms, with the “all-fitting’ toe shape, will give you complete display for the new fashion features of 


every style in your stock. Delicate flesh-tint to contrast dark materials . . . 
standard and extra height models for varying heel-heights .. . 


tops for shoes alone. . . 


open tops for shoe and hose display . . 


. closed 
moulded toes with tinted nails for 


open-toe fashions. “Ankle-Hi” Fairy Forms are the most versatile, economical units your shoe display dollar will buy. 


Lhoensed Manufacturing Branches: 
Northampton, England 

Melbourne, Australia 

Paris, France 

Frankfort, Germany 

Mexico City, Mexico 


SHOE FORM CO. 


AUBURN, NEW YORK 


UNITED LAST O©O., LTD. 
MONTREAL, CANADA 


For further facts, call the nearest branch office of the United Shoe Machinery Co. 








Shoe Club Installs 
New President 


NEw YorkK—Leonard Friedman, new- 
ly-elected president of the Shoe Club, 
was installed in office at the monthly 
dinner meeting of the Shoe Club held 
Thursday evening, June 24, at the Hotel 
McAlpin. Mr. Friedman replaces Sam- 
uel G. Staff as head of the club for the 
ensuing year. 

Over 75 members attended the meet- 
ing which was declared one of the most 
successful and enjoyable gatherings 
held for some time. Mr. Staff presided 
over the meeting and formally intro- 
duced Mr. Friedman as president be- 
fore turning over the gavel to him. 

In his short acceptance speech, Mr. 
Friedman said that he would endeavor 
to keep up the good work which the 
retiring president has started and to do 
his best in furthering the work of the 
club. Further addresses were made by 
Fred Perlberg, vice-president of the 
club, and by Jesse Adler who “came 
through” with one of his stories. 

Mr. Staff, the retiring president, was 
presented with an engraved cigarette 
humidor by Alexander Bicks, attorney 
for the club, on behalf of the members. 

The new president proposed a golf 
outing for the club to be held later in 
the Summer, which was met with favor 
by the members. The date will be set 
at a later meeting. 

Closing the meeting, entertainment 


was furnished by radio and night club 
artists. 


Tanners to Check Insolvencies 


NEw York—The formal plan of the 
Tanners’ Council Associates for han- 
dling insolvency and bankruptcy mat- 
ters in an organized and cooperative 
way in the leather consuming trades is 
now put into action. 

This association is organized for the 
purpose of obtaining the unified action 
of its members in insolvencies. The 
association plans a constructive han- 
dling of insolvency situations to the end 
that debtors and creditors may obtain 
reasonable treatment of their respec- 
tive rights and debtor-creditor relation- 
ships be maintained on the highest 
plane consistent with sound business 
practices. The association proposes to 
make every effort to help honest debtors 
and to prosecute dishonest debtors. 

With the exception of those tanners 
whose accounts are insured or factored, 
practically the entire membership of 
the Tanners’ Council has assented to 
this plan. In addition, many members 
of the allied trades whose interests are 
closely related to those of tanners have 
become members of the Associates. 

This plan has two basic principles: 
first, no compromise with dishonesty, 
and, second, every assistance possible 
to an honest man in difficulties. 

The program of the Associates con- 
sists of three inter-related steps. 


1. Full authority is granted to the 
Council’s attorneys to the tanners or 
creditors concerned to represent them in 
all proceedings before any agreement 
as to a settlement is reached. 

2. An examination is made of the 
debtor’s books and his business relations 
insofar as they touch upon the immedi- 
ate question. 

3. When all the facts are ascertained, 
it is decided fairly and in the interests 
of both debtor and creditors whether an 
extension or settlement will be made, 
bankruptcy proceedings instigated, or 
criminal action begun in the event that 
fraudulent practices are found. 

Past experience under this industry- 
wide plan for dealing with the problems 
of financial embarrassment has shown 
that it will be of unusual benefit to the 
leather and consuming trades in the 
long run. 


Celebrates 90th Birthday 


PorTsMOoUTH, N. H.—Charles H. 
Kent, who came here from Lynn, Mass., 
many years ago, to enter the employ of 
the old Portsmouth Shoe factory, cele- 
brated his 90th birthday June 14 at 
his home, 89 Sparhawk Street. He is 
one of two surviving Civil War vet- 
erans residing in the city. He is a 
native of Haverhill, Mass., and on Jan. 
15, last Mr. and Mrs. Kent celebrated 
their 55th wedding anniversary. 
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Obituaries 


Stuart W. Frey __ 


PHILADELPHIA, Pa.—Stuart W. Frey, 
64, veteran shoe traveler of the middle 
west, died last week in the Osteopathic 
Hospital in Philadelphia, after an ill- 
ness of six months. His home was in 
Drexel Hill, Pa. 

He attended the Easton public schools 
and was for a number of years a clerk 
in the store of William Maxwell. After 
leaving Mr. Maxwell’s employ, he went 
with C. M. Hapgood Shoe Company as 
a salesman, He was with the Hapgood 
company until 1912 when he became 
a sales representative for the C. B. 
Slater Company of Massachusetts. He 
was eastern representative for this com- 
pany for twenty-five years. 

Mr. Frey was a former secretary of 
the Philadelphia Shoe Retailers Asso- 
ciation. He was active in the Masonic 
order and was also a member of the 
Scottish Rite Consistory, Lu Lu Tem- 
ple, Nobles of the Mystic Shrine and 
the Drexel Hill Civic Association. 

Surviving are his widow, Mae Diet- 
rich Frey, a daughter, Rene Frey, and 
a son, Donald S. Frey of Drexel Hill. 

Interment was made in Arlington 
Cemetery, Drexel Hill. 





Myron D. Ettla 


Rock IsLaANnpD, Int.—Myron D. Ettla 
of Rock Island, representative in charge 
of wholesale sales for the Servus Rub- 
ber Company, and former sales and ad- 
vertising manager of the concern, died 
on June 19 at the St. Anthony’s Hos- 
















pital, Rockford, Ill. He was 45 years 
old. ? 
Death was attributed to a stomach 
ailment and complications. Mr. Ettla’s 
heart had been in weakened condition 
for some time. 

He was a World War veteran and a 
member of Rock Island Post No. 200, 
American Legion; Rock Island lodge 
No. 658, Masons, and Elks lodge No. 
980. 

Soon after his return to Rock Island 
from the army, the ground work was 
being laid for organization of the Ser- 
vus Rubber Company, which began the 
manufacture of rubber and canvas foot- 
wear in ‘April, 1923, following the erec- 
tion of the first unit of its buildings the 
preceding summer. Mr. Ettla was as- 
sociated in this concern from its incep- 
tion and for many years held the posi- 
tion of advertising and sales manager. 

His widow, Esther Magnuson Ettla, 
and a daughter, Katherine Marie, sur- 
vive. 


Joseph W. Steinhauser 


NasHua, N. H.—Joseph W. Stein- 
hauser, superintendent of the Granite 
State Tanning Co., of this city, died 
suddenly while on a recent business 
visit in Woburn, Mass. He was 57 years 
old and a native of Germany. 

Mr. Steinhauser, a former resident of 
Gowanda, N. Y., had lived in Nashua 
16 years. He was prominent in Masonic 
Lodge circles. 

He is survived by his widow, one 
daughter, two brothers and three sis- 
ters. 


Eugene C. Brigham 

MANCHESTER, N. H.—Eugene Carroll 
Brigham, 76, who conducted a shoe 
store in West Manchester for many 
years, until his recent retirement, died 
recently in a Manchester hospital. 

He was a native of Marlboro, Mass., 
and had been a resident of Manchester 
for the past 63 years. 

Surviving him are two sisters and 
two nephews. 
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Elam’s 
PRE-WELTS 


for fast delicery from stock 









754 Patent Leather 
756 White Elk 
SIZES 2/8 


ELAM’S fast delivery service on 
children’s shoes ordered from stock, 
makes it possible for the average 
retailer to establish himself as the 
predominating children’s shoe 
store in any city .. . to fit chil- 
dren’s feet carefully and correctly 
in long-wearing shoes of a quality 
that will bring repeat business. 
Use the ELAM instock service to 
build a profitable operation on 
children’s footwear ... with a 
minimum investment in inventory. 


F.S. ELAM SHOE CO. 


176 No. WATER ST. ROCHESTER, N. Y. 

DISTRIBLTORS 
NEW YORK: 439 Marbridge 
BOSTON: Lane Br 
NEW ORLEANS 
LOS ANGELES: 


Bldg 


B. Rosenberg & Sons 
Boston Shoe Co 











Dr. Hiss to Talk at 
Osteopathic Convention 


CHICAGO, ILL.—At the 41st Annual 
Convention of the American Osteo- 
pathic Association to be held at the 
Stevens Hotel on July 5 to 9, Dr. John 
M. Hiss of Los Angeles will give five 
talks before the association, as well as 
making a radio address. His subjects 
will be “Feet and Arthritis,” “Foot 
Types and Shoe Fitting,” and “Func- 
tional Foot Disorders.” The first lec- 
ture will be repeated before the Society 
of Thermogenic Therapy. A pre-con- 
vention talk on shoe fitting will be 
given to local shoemen on Saturday, 
July 3. 


Lewis Shoe Co. Moves 


OAKLAND, CALIF.—The Lewis Shoe 
Co. has moved to new quarters at 515 
14th St. This firm, which specializes in 
women’s and children’s shoes, has been 
in business here for the past twenty 
years. The store is modern in every 
respect and a great deal-of attention 
was given to working out new thoughts 
in displays, particularly the windows. 
The new location has proven to be a 
great stimulant to business, reports 
manager S. C. Hill. Old customers 


have all followed the change in location, 
while many new ones have been at- 
tracted by the freshness and the at- 
tractiveness of the windows. 
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Our latest development — Diamond Brand Fast 


Color Eyelets with Aluminum barrels — are now 


available to shoe manufacturers in a wide selec- 
tion of standard colors and sizes. 


These new eyelets merit the consideration of 
manufacturer and retailer alike. 


UNITED FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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and Nant Ad 





SALESMEN WANTED 





POSITION WANTED 


WANTED TO PURCHASE 





















OHIO SALESMAN 


For nationally known line of juvenile foot- 
wear with considerable established business 
in Ohio and adjoining territory. Write in 
full age, experience, references, etc. Our 
salesmen know of this advertisement. 
Address F-405, Care 
BOOT & SHOE RECORDER 











209 S. State Street, Chicago, Ill. 





SALESMAN WANTED: First-class, 

grade, aggressive salesman for Ohio and 
Eastern Indiana to sell nationally advertised, 
fast women’s novelty shoes in Give full 
particulars and names of firms you have repre- 
sented. Box F-398, care Boot & Shoe Recorder, 
239 W. 39th Street. New York, N. Y. 


ALESMEN with retail and chain store fol- 
lowing, to carry attractive side line “y 
bows. Commission. All territories open. State 
references. Address F-406, care Boot & Shoe 
oo 239 West 39th Street, New York, 








WE have open State of Ohio. Experienced 
salesmen will be interviewed by our Mr. B. 
H. Simons at Hotel Wm. Penn, Pittsburgh, 
Ja., July 18, 19, 20. Diamond Shoe Co., 139 
Duane Street, New York, N. Y. 











FOR SALE 
Up to date, attractive, family shoe store; 1 tae 
of staple shoes: esta! sitshed tor past 43 years. All 
modern store and ““tiew 2 display, fixtures, hetving 
H le price. arrange suit- 
able term lease at attractive 3 ul 


a Ten 
opportunity for progressive buyer. Store is located 
on rooklyn whose inhabitants 
are local patronizing class. 


Address F-402, 
Care BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 











Experienced Salesman 
is now open 


for a new line of shoes to be sold to the 
volume trade throughout the United 
States; or an advertised line to the re- 
tail trade in New England. For the 
past 12 years he has n associated 
with the Lumbard Shoe Co., of Auburn, 
Maine, as Vice-President and salesman. 
He has a wide acquaintance with all 
buyers in the shoe trade, has always 
been successful in seliing shoes, and 
will gladly furnish references upon re- 
quest. Send replies to 


Address F-397, Care 


BOOT & SHOE RECORDER 
239 West 39th Street, New York, N. Y. 











EXPERIENCED shoe fitter for 20 years in 
Corrective and Arch shoes desires position. 
Can furnish references. Reply Box F-401, Boot 
& Shoe Recorder, 239 West 39th Street,” New 
York, N. Y. 





ORTHOPEDIC man thoroughly wgerionaeh 
retail shoe business, women’s, ildren’s, 
men’s, with additional prestige of being a li- 


censed graduate masseur and physiotherapy 
technician; can fill doctors’ prescriptions for 
massage and orthopedic shoes. Reply Box F-404, 


care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





AGENTS WANTED 


NE of the leading Czechoslovak Shoe fac- 

tories, producing only better class goods 
looks for a Sole Agent for USA. Address F-403, 
Care Boot & Shoe Recroder, 239 West 39th 
Street, New York, N. Y. 








POSITION WANTED 


WOMEN'S. Shoe Buyer and Merchandiser 

seeks position; American; age 40, married; 
successful operator, knows mar and sources. 
Thorough merchandising record with national 
reputation as style man; fully competent to 
undertake large operation; best personal and 
business, references. Replies will ge held in 
=— confidence. Address Box F-399, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York City. 


‘THOROUGHLY capable shoe executive with 
sixteen years chain store management, super- 
visional, and merchandising experience. an 
assume buying and merchandising activities for 
a group of stores either Men’s or Women’s. 
Prefer connection in the East or Middle West 
with ty Anon company. Address F-400, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











In New Location 


Detroit, Micu.— Krieger’s Smart 
Shoes, formerly located at 6336 Gratiot 
Avenue, has been reorganized, and 
moved into new quarters at 16419 East 
Warren Avenue, Detroit. William 
Krieger, Sr., is now partner, with his 
son, William Krieger, Jr., who con- 
ducted the former store. 

The new quarters of the company are 
much more spacious and in a newly con- 
structed building, constructed after the 
most modern methods and containing 
the most up-to-date features. It is air- 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 


BARIS SHOE COMPANY, Inc. 
79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 5181 











WE BUY 
Entire or Surplus Wholesale and patent 
Stocks. Also Branded Shoes such 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch ra: Queen Quality, 
tonians, Stetson, Red Cross, Nunn Bush, Ete 
IRVIN RUBIN 
“The House of Jobs’’ 

89 Reade St., Cor. Church 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. New York 





Phone WOrth 2-5377 and 5378 











BUSINESS OPPORTUNITY 











YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 








conditioned, and presents a most attrac- 
tive green Macotta front, with the new, 
long receding windows affording excel- 
lent displays for goods. A semi-indirect 
lighting system has been installed. New 
modernistic furnishings in chrome and 
red leather afford a restful spot. The 
same high class shoes of smart design 
are being carried. 











mum charge, 75 cents. 


address should be counted. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


{> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Gj 











Minimum charge, $1.25. 
In all other cases each word of the 



























rn Pe en - ieie ae e , S 


tes ao mo 6 oe 











BOOT AND SHOE RECORDER, July 3, 1937 





MERCHANTS’ NEEDS 








BRANNOCK sHor- 
FITTING SYSTEM 
1 INCREASE REPEAT SALES 
Satisfied customers return 
2 ATTRACT NEW CUSTOMERS 
One tells others 
3 SAVE % OF FITTING TIME 
Cut down try-ons 
Write for Deseriptive Folder 
shoe factories offering Brannock Devices 
ve price. 








THE BRANNOCK DEVICE CO. 


Y 


ACU 








Canadian Hide 
Imports Increase 


MONTREAL, CANADA—Canada’s April 
imports of hides and skins were valued 
at $588,355 as compared with $309,392 
during the corresponding month of 
1936. The United Kingdom with $233,- 
867, Argentina with $181,129 and New 
Zealand with $39,080 were the chief 
sources. Domestic exports of hides and 
skins were worth $322,368 as compared 
with $164,706 of which $293,383 went 
to the United States. 


J. N. Adam & Co. 
Enlarges Shoe Space 


BuFFALO, N. Y.—Plans for the ex- 
pansion of the women’s shoe department 
of J. N. Adam & Co., are included in 
the new building program involving 
the construction of an 11-story addition 
to the Main Street department store 
early next year. This will mark the 
third major expansion of the company 
in the last few years. The new building 
will be erected at Washington and East 
Eagle Streets involving an expenditure 
of upwards of $1,000,000. 

It is proposed to more than double 
the floor space devoted to both the econ- 
omy and regular footwear departments 
of the store. Both sections, it was made 
known by Russell Ratigan, vice-presi- 
dent and shoe merchandise manager, 
have experienced a very sharp upturn 
in sales volume since the opening of 
the Spring season and additional floor 
space is necessary. 

During the Summer months J. N. 
Adam & Co. is installing a modern 
criss-cross Westinghouse electric escala- 
tor from the first to the sixth floors at 
a cost of $350,000. The escalator will 
pass through the upstairs shoe depart- 
ment which will bring additional traffic 
into the department. 


Maine Strike Ends, 
But Jobs Are Few 


LEWISTON, ME.—Members of the 
striking CIO shoe unions who voted to 
return to work at the “consent” election 
ordered by the National Labor Rela- 
tions Board, and held Sunday last, 
marched back to the factories Monday 
morning, but few of them found jobs 
awaiting them. 

Some of the factories closed by the 
strike have not reopened. Others which 
continued operations despite the strike 
called last March by CIO leaders are 
keeping their present employees. Not 
more than fifteen of the 2000 who voted 
to end the strike were taken back by 
their former employers on Monday, ac- 
cording to reports. The employers 
promised that they would begin hiring 
when production increases warranted 
it, but there appeared to be no prospect 
of extensive re-employment within the 
next few weeks. 

Seven of the factories originally in- 
volved in the strike have closed down 
completely, and hardly any are pro- 
ducing at the pre-strike levels. 


Cincinnati Shoe Men 
Hold Outing 


CINCINNATI, “OHIO — The Cincinnati 
Shoe Men’s Association held its first 
outing of the year at the club’s country 
home on the beautiful Ohio River on 
Sunday, June 27. Over five hundred 
shoe men and their families assembled 
for the occasion. After being virtually 
wiped out in the recent record breaking 
flood, the committee set to work to re- 
build their former home. Assembled 
guests marveled at the wonderful prog- 
ress already made in rebuilding. 

At this outing the winning ticket for 
the radio (which was on display at the 
Midwest Shoe Fair in the lobby of the 
Netherland Plaza Hotel) was drawn 
from a huge drum. The holder of the 
winning ticket was “Shorty” Hall, of 
the Wohl Shoe Company, St. Louis. 
Shoe men of Cincinnati hope he may 
spend many pleasant hours listening to 
the wonderful reception he will receive 
over this radio. 

The committee extends to all shoe 
men of the country an invitation to pay 
them a visit in their new modern coun- 
try home ten miles up the Ohio River 
from the heart of Cincinnati, whenever 
they may be in this locality. 


Shoe Workers Group 
Elect Officers 


NEWMARKET, N. H.—The Newmarket 
Shoe Workers’ Association has _ re- 
elected Stewart Humphreys as its presi- 
dent. Other officers include: vice-presi- 
dent, Frank Baker; treasurer, Arthur 
Cohen; sergeant-at-arms, Frank Leu- 
ders, and trustees, John Travers and 
O. J. Rondeau. 

Plans are being completed for the 
association’s annual outing. 
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MERCHANTS’ NEEDS 








DISPLAY 
FIXTURES 


This modern Display Fix- 
ture in extensible sizes— 
12” to 24” and 18” to 36”. 
Genuine Triple Chro- 
mium plated with choice 
of Ebony, Walnut or Ma- 
ple trim. Tilting top holds 
a@ pair of men’s or wom- 
en’s shoes. Truly a re- 
markable “buy”. 


For a limited time only 


$21.00 Dozen 
ORDER NOW 





SEGALL & SONS 


923 Arch St., Philadelphia 











Yudin New Loeser 


Basement Buyer 


BrooKLyn, N. Y.—L. S. Yudin has 
joined the Frederick Loeser store in 
Brooklyn as the basement shoe buyer. 

For the past three and a half years, 
Mr. Yudin was with the Hahne & Com- 
pany store in Newark, N. J., as buyer 
of popular-priced women’s footwear. 
Previous to that connection, he was with 
the R. H. White Company in Boston as 
assistant merchandise manager for 
about four years. 


Chandler Store for Seattle 


SEATTLE, WASH.—Having studied the 
shoe retailing possibilities in the Seat- 
tle field, the Chandler Boot Shop, a 
national chain dealing in women’s foot- 
wear, has decided to enter Seattle. The 
new unit, to be the first of this chain 
in this Puget Sound metropolis, will be 
the sixteenth in the Chandler series 
throughout the United States. Partic- 
ularly strong on the Pacific Coast, with 
opening of a link not long ago in Port- 
land, Ore., Chandler’s has other West 
slope shops in San Francisco, Los An- 
geles, and Hollywood Boulevard, Calif. 

The Chandler chain, of which Harry 
Edison is president, has taken the 
store at 406 Pine Street, between 
Fourth and Westlake Avenues, as the 
point of penetration into Seattle, and 
expects to take possession of the estab- 
lishment in the midst of the “hot spot” 
retail trading area of numerous excel- 
lent stores on July 1. Extensive alter- 
ations and improvements are being 
made for the new shoe salon. 
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J. H. Stone Speaks on 
Foreign Shoe Imports 


Boston, Mass.—As part of the New 
England Shoe and Leather Association 
campaign against the importation into 
this country of cement-soled shoes made 
in Czechoslovakia, the association sec- 
retary, James H. Stone, on June 23 
addressed a meeting of the members of 
the Mayors’ Club of Massachusetts, held 
in the Hawthorne Hotel in Salem. This 
club, as its name indicates, is composed 
of mayors of all cities in the state and 
this particular meeting was attended, in 
addition to the members, by officials of 
chambers of commerce and boards of 
trade throughout the commonwealth. 

Three resolutions were adopted: (1) 
opposing any tariff reduction on im- 
ported shoes or the binding of certain 
tariffs in negotiating a treaty of reci- 
procity with Czechoslovakia; (2) favor- 
ing immediate action by the United 
States Tariff Commission in accordance 
with the recent resolution of U. S. 
Senator David I. Walsh requesting the 
commission to undertake an immediate 
investigation of the difference between 
the cost of shoes made in that country 
and comparable shoes made in this 
country; and (3) approving any action 
within the power of the Tariff Com- 
mission to have a duty apply on im- 
ported shoes based on the American 
value of those shoes. 

These resolutions are to be sent to 
Massachusetts senators and congress- 
men and also to the secretary of the 


Reciprocity Board in Washington. 





Parco Specialty Co. Sold 


Laconia, N. H.—The Parco Specialty 
Co., manufacturers of taping machines 
used in the shoe industry, has been pur- 
chased by. a Boston firm which has 
acted as the local company’s distribut- 
ing agency, it has been announced by 
President Horace M. Eaton. 

Mr. Eaton said his chief business, the 
Excel Taping Machine Co., would re- 
main here, and that the sale of the 
smaller firm would require the removal 
of but little machinery. 









~ 
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# Buying G 


BOOTS AND SHOES 


BROWN SHOE COMPANY, St. Louis, Mo.......... ccc cccccececcadecececcecucees 41 
CAMBRIDGE RUBBER CO., Cambridge, Mass..............0ccceececucceces Back Cover 
CLAPP, EDWIN,. & SONS, INC., E. Weymouth, Mass............. 0.0 ccceceeeceeees 42 
CONNELL, J. M., SHOE CO., S. Braintree, Mass... 0.0.0.0... cc ccc eee cccecececeecs 42 
DREW, IRVING, CO., Portsmouth, O............ ccc cece ese eccceeccceees boas dha. Ss 31 
SLAM,¥.'S., SHOR CO. Rochester Ne Vi... 6. oo ee rn he oo 44 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.........cccceccceccccccceeeeceeees 2, 3 
FREEMAN SHOE CORP., Beloit, Wis... ..... 2. scsies cee cules ed ea sacaddweddecdeccces 10 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass............sceveeccetecceees 40 
NAHM BROS. SHOE MFG. CO., Philadelphia, Pa....... 2.00.0. 0 ce ccc ce cece ee ccees 40 
CEI: SINE ae aes MAMIE 2S. ooo ccs cn von ees cewecesdcetceccce. 40 
PETERS, BRANCH OF INT. SHOE CO., St. Louis, Mo.............cceseeeceecceees 29 
ROBERTS, JOHNSON & RAND, St. Louis, Mo............0 cece cececceccececeeees 25 
VAUGHAN-TOWLE CO., Wakefield, Mass................ 0. ccc ccc ccceeccevceeees 44 


LEATHER AND OTHER MATERIALS 


AMALGAMATED LEATHER COS., Wilmington, Del..........0-.0ceccecceseneenees 5 
ENGLAND WALTON CO., Boston, Mass............. ccc ccccscccvcccceceecevceste 38 
EVANS, UOUHN Re EGO; Camden, Nob. es 6, 7 
GOODYEAR TIRE & RUBBER CO., Akron, O. 20.2... 0c ccc ccc cece ee cee ceeeeeeeees 23 
OHIO -ABATHER COs Girard O22 oc EL: ES 8 
PANTHER-PANCO CO., Chelsea, Mass.........ccccccccccccevceecseaveesecs 3rd Cover 
DEAR CMG NOR, AONB Sis\nis cies oe cos snccccevsdesce cink tee ee er Eee 42 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass............s0ece eens 2nd Cover, | 
LITTLEWAY PROGese CO., Boston; Masten 6.50. icc cicc tec cactevidccccccccdecess 4 
MEARS, FRED W., HEEL CO., Boston, Mass...........00c ccc cccccccecececececces 34, 35 
UNITED FAST COLOR EYELET CO., Boston, Mass.......... cece ceeecccceeseceeees 45 
UNITED SHOE MACHINERY CORP., Boston, Mass.............cecceeecceeecceeees 36 
VULCAN CORPORATION, Portsmouth, O.......... 00. cee cece cece eee eeees Front Cover 


‘ 


STORE EQUIPMENT AND ACCESSORIES 


CRATER, ee eee Noten OCR, NT roe eR a i as 47 
GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, Mich................000- 33 
SCHOLL MPG.''GCO., ING, Chitego, 1... cc iciciee ie cei eves eddies cuties 27 
SEGALL A GONG, Fithian ia wei ai. oo ao Tie i ea ece bce 47 
SHG FORM.CO,, Palen Now ici Ass 5 seve sib (hsieniepkalyne bh. hae smnie omits eats 43 
MISCELLANEOUS 
BARIS SHOE COMPANY, New York City... 06.6.0... cece c cece cee eee ete eeeeenees 46 
CTT IN, FOU VOIR BS eS 5 eS EE is ET, Ce 8s 46 
KIRSCH-BLACHER CO., INC., New York City......... ccc eee ce cere eee eneeseeeees 46 
STEPHENSON LABORATORY, Boston, Mass............0--ceeececescccecenesecees 46 
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MEN DEMAND QUALITY 


SELL THEM 


When a man buys shoes, his first “must” is quality. He 
demands it and expects it. Next-in-line preferences are 
style and popular price. Dealers faced with satisfying 
these wants of shoe-buying men and boys throughout 
America will find the answer in Vitality, an ideal shoe 
for Fall . . a quality shoe, styleful and at a popular price. 


Vitality Fall Shoes for Men and Boys come in a com- 
plete range of widths and sizes, featuring attractive new 
styles and important new lasts. Each pair, honestly built 
by Vitality craftsmen, embodies the high quality of 
workmanship that is distinctively Vitality’s. Our com- 
prehensive In-Stock Service covers the line completely. 
When men demand quality, sell them Vitality! 


VITALITY SHOE COMPANY e ST. LOUIS, MO. 
Branch of International Shoe Company — 


Glendale 


Vitality Growing Girls’ and Thrift Grade Shoes 
for Women $6.00. Vitapoise Feature Shoes for 
children $3.50 to $6.00, priced according to 
size. Vitapoise feature shoes for men $6.75. 


BOYS’ 
AtoE 
Sizes 1 to 6 
$4.50 


MEN’S 
AAA to G 
Sizes 5 to 14 
$5.50 and $6 


CHILDREN’S 
Complete Widths 
and sizes 
$2.50 to $5.50 
Priced according to size 


VITALITY 


WOMEN’S 
AAAAA to EEE 
Sizes 2to 11 
$6.75 and $7.75 
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The GERTRUDE 
A Try-Poise Shoe 


2. Lad 


) linen are more than usually particular 
WITH THE ty Sarlore about shoes that attempt to combine real comfort 
with style. And they are doubly appreciative when 


a manufacturer can do it as successfully and con- 


sistently as Selby does. 


Colonial Black Patent is Selby’s selection for the 
high-style Tru-Poise line, not only for the brilliant 
finish which it gives to shoes of this type, but be- 
cause it is easy to work, supple on the foot and 





long-wearing as well. 


COLONIAL TANNING COMPANY, BOSTON, MASS. 


COLONIAL - J hoe PATENT 
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No wonder so many of the most alert and suc 
cessful manufacturers and merchants insist on 
Spaulding Counters. For Spaulding Counters have 
last-fitting qualities that speed up production and 
insure against the loss and waste of returns. 


because they are moulded of the 


Princess Pumps 


HAVE ONLY 


Spaulding Counters 


NOT ONE RETURN IN 
IOVER A MILLION PAIRS 


fibre hemp and flax. You, like the Princess Shoe 
Company, will find it worth while to insist that 
these counters be used in your shoes—the kind 
that made a million pairs without one return for 
faulty back-part. Spaulding Counters are the 


when figured in terms of the 


Spaulding Counters can do this SEAULDINGS least expensive in the world 


Counters 


finest materials— imported long- “ade in North Rochester, N. H. value and security they give. 


NO OTHER PART OF THE SHOE MEANS SO MUCH .. . AND COSTS SO LITTLE 








~ 
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you’ll be 


--- first in profits 


in-stock 


%673—Black Patent and Suede Five Eyelet 
Tongue Tie, Patent Quarters and Eyelet 
Panel, Suede Vamps, 20/8 Continental Heel. 
Sizes 34%4/9, Width C. 1.60 
3674—Same in Brown Patent and Suede. 
3680—Brown Suede Monk Side Strap, 
Brown Side Vamp and Tongue Trim, Vamp 
Cutouts, 20/8 Continental Heel. Sizes 3144/9, 
Width C. 1.60 
3679—Same in Black Suede and Gun 
Metal. 
3695—Black Suede Monk Side Strap, Pat- 
ent Strap and Tongue Trim, Welt Seamed 
Vamp, 17/8 Cuban Heel. Sizes 3144/9, Width 
C. 1.60 
3696—Same in Brown Suede and Brown 
Patent. 
37@2—Brown Suede Three Eyelet Tongue 
Tie, Brass Oblong Eyelets, Brown Patent 
Vamp Lacing, Brown Harness Stitched Vamp 
and Quarter, 17/8 Cuban Heel. Sizes 314/9, 
Width C. 1.60 
37@l—Same in Black Suede, Nickel Eye. 
lets, Black Harness Stitch. : 
3689—Black Suede U Throat Tie, Patent 
Eyelet Panel, 17/8 Cuban Heel. Sizes 34/9, 
Width C. : 60 






imnestoek 


3710—Brown Suede Four 
Eyelet Tongue Tie, Brown Pat- 
ent Vamp and Quarter Trim, 
16/8 Cuban Heel. Sizes 3144/9, 
Width C. 1.60 


37@®8—Same in Black Suede, 
Black Patent Trim. 


3669—Black Suede Five Eye- 
let Tie, Patent Eyelet and 
Quarter Trim, Black Harness 
stitched vamp, 20/8 Continen- 
tal Heel. Sizes 344/9. Width 
cs 1.60 
















3690— Same in Brown Suede and Brown 
Patent. 










3670 —Same in Brown Suede, 
Brown Patent Trim, Brown 
Harness stitched vamp. 


3686—Brown Patent Step-in 
Pump, Brown Suede Vamp and 
Tongue Trim, 20/8 Continental 
Heel. Sizes 34/9, —_ 










3685—Same in Black Patent 
and Suede. 








ENDICOTT - JOHNSON 
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first in fashion 


with Endicott Johnson styles for Fall 


Endicott Johnson has taken the guesswork (and the markdowns) out of merchan- 
dising fashion. We knew two full months ago what the trends would be in shoes 
for Fall, and we’ve styled our line to fit them. Then we pre-tested selected patterns 
for fashion-rightness and for saleability. And now we offer you these eight shoes as 


the types and styles that most of your fashion customers will want this Fall. 


Other manufacturers knew the trends as early as we. But Endicott Johnson alone, 


because of its vast manufacturing resources, can offer you high-quality, high-fashion 


) footwear now... in July ... FROM STOCK. 
wh 
as Place your order quickly for runs of sizes on these eight patterns. Test them yourself on the 
wal “early-bird” customers who want Fall styles in August. Then, by the first of September, you'll have 
ee full sizes in all your best sellers, ready for peak-season. 
el Eye- 

sii and remember: Wherever You Are Located, Endicott Johnson Is Less Than 24 Hours Away 
1s 3%4/9, 


1.60 
1 Brown 


NIENDICOTT, NY. SbuRenk or 
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Som advertisements published during 


the Spring and Summer shoe seasons by another tanner may have 


led to false impressions in the trade. These advertisements, naming 
certain leading shoe manufacturers as “using” a designated brand of 
white kid, probably left the impression upon some readers that the 
firms named had used the designated white kid in material volume 





or perhaps solely. 








BOOT AND SHOE RECORDER, July 10, 1937 


wnt Loe 
a 


The names of such outstanding shoe manufacturers 
as these were included with others: 


WALKER T. DICKERSON SHOE CO. 


ENDICOTT- JOHNSON CORP. (Owego Shoe Co.) 


\85% JOHNSON, STEPHENS & SHINKLE CO. 


Used entirely in 
top grade shoes 


At the left, you will note what percentage of the sub- 
O stantial volume of white glazed kid cut by these shoe 
manufacturers was of LEVOR tannage. 


10 O % This correction is published so that, if (as we assume) 


you found the leather in the white kid shoes received 
from the above-named manufacturers to be entirely 


. satisfactory, you may give credit where it is due. 


-@ LEVOR & CO., INC. 


Tanners of “THE WHITEST WHITES” 
GLOVERSVILLE NEW YORK 
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TO CROW ABOUT 





SHOES 


(Wearu’a-Binp 
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Merchants who have the Weather Bird franchise enjoy the advantage of being able to 





supply a wider range of consumer demand. There is a Weather Bird price and grade for 












every purse and there is a Weather Bird style and type for every purpose. These mer- 









oY 





advantage of being able to fit every juvenile foot 





chants have the additional 





...for Weather Bird lasts have been developed by the most skilled last makers in the in- 












C, 


dustry. Fact is, Weather Bird dealers rarely lose a sale : 





for lack of the proper size. So 










we say without hesitation, Weather Bird is America’s most versatile line of juvenile footwear. 







EVERY NUMBER IN STOCK 


Backed up, as it is, by an efficient in-stock service plus an 
aggressive promotional campaign season after season, 


Weather Bird’s franchise naturally ranks as tops in its field. 












BRANCH OF INTERNATIONAL SHOE CO. 
ST. LOUIS, MISSOURI 






2, 
So 





EVERY FOOT SHOULD BE FITTED CAREFULLY—ABOVE ALL THE CHILD’S FOOT 








